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From left, Jonathan Tisch, Danny Hood, Joe Vittoria and 
Randy Smith are inducted into The Business Travel Hall of Fame. 
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We'll take care of 
business travel. So 
you can take care 
of business. 


Travel planning might be your job. But it doesn’t need to 
feel like work. At Avis Budget Group, we understand the 
challenges you're up against. That’s why we do more than 
meet your needs - we anticipate them. Removing barriers 
and providing solutions at every turn. So you can keep your 
travelers, and your business, moving in the right direction. 
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“Contracting will get 
sharper and smarter. 
We'll see that happening 
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of negotiated corporate 
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data, airlines and contracts in 
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ON THE HORIZON 


Delta Envisions Corporate Bundles, Wants 
To Make ‘Experience’ Easy Io Buy 


BY JAY BOEHMER 
DELTA AIR LINES chief revenue of- 
ficer Glen Hauenstein last month dur- 
ing an investor presentation envisioned 
a world “where in five or six years, if 
you are a corporate customer and you 
buy the corporate package, you could 
get Wi-Fi, you could get a 
whem better seat, you could get a 
free meal.” 

And with that, Delta be- 
came the latest carrier, already includ- 
ing American Airlines, to imagine a 
future of negotiated corporate bundles. 

If that’s part of Delta's sales vision 
within six years, what’s in store in 
the meantime? 

Hauenstein told investors that Delta 
in 2014 will focus on making the prod- 
ucts the carrier already sells easier to 
buy and shifting to selling an “experi- 
ence” versus just a “ticket.” 

“Ultimately, what we need to do is 
streamline our products and make the 
purchase easy with Delta,” he said. 

Take Economy Comfort, Delta’ up- 
graded coach product, which includes 
extra legroom, as a prime example. 
Hauenstein acknowledged that despite 
$300 million in annual revenue from 
that product alone, “it’s not easy to buy” 

“If you want to go into the market and 
buy it, you can't buy it through most 
GDSs, which account for a significant 
portion of our sales,” Hauenstein said. 
(Delta does sell Economy Comfort via 
Travelport, though sales have been “a 
bit clunky,” according to Travelport 
CEO Gordon Wilson.) “You can't buy 
it at checkout on our web—you have to 
purchase the ticket first. You can’t buy 
it by itinerary, and when I say itiner- 
ary I mean if youre going from Port- 
land, Maine, to Portland, Ore., and 
youre connecting in one of our hubs, 
you have to buy it leg by leg by leg. You 
have to buy it post-transaction, so you 
have to close your sale out and then go 
back in and manage your account.” 


Correction 

In the Dec. 16, 2013, issue of 
BTN, the name of South African 
Airways was listed incorrectly. 


Delta’s Glen Hauenstein 


In 2014 “and beyond,” Delta expects 
to ease such transactions by “bringing 
them into the GDSs, putting them into 


the purchase path” and by establishing 
“the ability to buy it by O&D as op- 
posed to by segment,” said Hauenstein. 
“If we just doubled the sales of that 
product alone, we would have [an ad- 
ditional] $300 million, of which about 
90 percent flows to the bottom line.” 

Indeed, Delta in slides from the 
investor presentation indicated that it 
is targeting $500 million to $600 mil- 
lion “in new product sales over the 
next three years, which presumably 
would include further sales of Econo- 
my Comfort. 

“These are the things we're really 
trying to figure out: Not only what do 
customers want to buy, but how do we 
bring it to market and how do we make 
it easier to buy,’ said Hauenstein. 


Delta’s ultimate goal? “In the future, 
it will be about buying an experience 
as much as it has been in the past about 
buying a ticket,” said Hauenstein. 

United Airlines also has looked to- 
ward a more experiential selling focus. 

“In the past the only thing you 
bought from an airline was a ticket, 
and it led to that awful feeling that 
you paid $700 and the person next 
to you spent $79, and you received 
exactly the same value proposition,” 
Hauenstein said. “The whole infra- 
structure of aviation was really geared 
to sell a ticket, not an experience. 
We've been working very, very hard 
behind the scenes to differentiate the 
actual experience and then price to 
that experience.” 


Survey: Most U.K. Travel Buyers Project Higher 2014 Spending 

Seventy-six percent of predominantly U.K.-based travel buyers indicated they have more money to spend on business 
travel in 2014 than last year, according to an early December survey conducted for London’s Business Travel Show, 
scheduled for next month. That is up from 72 percent in the prior year’s equivalent survey and 67 percent two years ago. 
In this year’s survey, 49 percent of the 183 respondents said they anticipate booking more trips this year as compared to 
2018, while 34 percent indicated trip numbers would remain unchanged, 9 percent predicted fewer and the remainder 
did not know. The implication is that many buyers this year anticipate a higher cost per trip. Buyers also identified the 
International Air Transport Association’s New Distribution Capability as the top issue facing them and the corporate 
travel industry this year, followed by “Travel Management 2.0,” data, sustainability and meetings management. 


Delta To ‘Refresh’ Aircraft Interiors 

Delta Air Lines will soend $770 million through 2016 to “refresh the interiors” of several mainline aircraft types, including 
Boeing 757-200, Boeing 737-800, Airbus A319 and Airbus A320 aircraft, the carrier announced this month. The refresh 
includes plans to “provide power at every seat, add new slim-line seats with adjustable headrests, updated lavatories” 
and other enhancements. Delta also will install in-seat video, satellite TV and larger overhead bins on 56 Boeing 757-200, 
43 Boeing 737-800 and 57 Airbus 319 aircraft. 


Amtrak To Require 24-Hours Notice For Cancellation Refunds 

Amtrak on March 1 will require passengers to cancel tickets at least 24 hours prior to departure to be eligible for refunds. 
Amtrak on its website indicated that an unspecified “refund fee will apply” when canceling Value tickets while Saver tickets 
are not refundable. According to the updated policy, “If the reservation is not canceled prior to the scheduled departure, 
the entire amount paid for the reservation will be forfeited (Value and Saver fare tickets).” 


Amadeus To Acquire Newmarket International 

Amadeus agreed to acquire hotel IT firm Newmarket International, “which serves around 22,000 unique properties 
in 154 countries” and “operates in the group and event management segment of the hotel industry,” according to Ama- 
deus. The deal, valued at $500 million, is expected to close in the first quarter of 2014. Newmarket would operate “as a 
standalone business within Amadeus’ Global Hotel Group,” which sells technology to the hotel industry. Amadeus Global 
Hotels Group head Jeff Edwards said he sees the opportunity for Newmarket’s MeetingBroker product, which has “book- 
able meetings space for 16,000 hotels,” to eventually be made available to Amadeus global distribution subscribers. 


AA, US Airways Set ‘First Phase’ Of Code Sharing 


American Airlines and US Airways announced the “first phase” of code sharing will take effect for flights from Jan. 23. It 
will include hub-to-hub routes, East Coast shuttle flights and “select” international services. The airlines expect to “extend 
the codeshare to include all flights within the combined network in the coming weeks,” according to the merger partners. 


FIND DAILY NEWS UPDATES AND MORE AT BusinessTravelNews.com 
January 20, 2014 Issue 758 Vol. 31, No. 1 
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KEEP CLIMBING 


ADELTA 4 


THANK YOU. 
THANK YOU. 
THANK YOU. 


WE'RE HONORED 10 BE Y@iRiS 
TOP-RATED AIRLINE AND DETERMI 
TO KEEP RAISING THE BAR. 


DELTA.COM/BUSINESS 


ON THE RECORD 


_ funded to fulfill 
} its commitment to 

| the security of the 
traveling public. This 
is strictly a revenue 
raiser to close a bud- 


not be done on the 
backs of airlines and 
their customers who are already paying 
much more than their fair share” 

—Airlines for America president and CEO 
Nicholas Calio, objecting to the U.S. Bipartisan 
Budget Act of 2013. Signed into law last month, the 
actin July will hike the aviation security fee, which 
in part funds the Transportation Security Adminis- 
tration, to $5.60 per one-way trip from the current 
$2.50 per segment (now capped at $5 each way). 


“We believe the 
value [the Cer- 
tificate in Meeting 
Management pro- 
gram] has estab- 
lished will trans- 
late well within the 
travel industry and 
as a standalone 
trademark.” 
—Meeting Profession- i 
als International president and CEO Paul Van 
Deventer, in a statement announcing an “evolved” 
CMM designation, developed with the Global Busi- 
ness Travel Association 


“Delta will not al- 
low cellular calls or 
Internet-based voice 
communications on- 
board Delta or Delta 
Connection flights. 
... A clear majority 
of customers who 
responded to a 2012 
survey said they felt 
the ability to make 
voice calls onboard would detract from— 
not enhance—their experience,’ 

—Delta Air Lines CEO Richard Anderson in a 
December memo to employees following a US. 
Federal Communications Commission vote to end 
its ban on inflight calls 


“Recent developments show that a pause 
in globalization has caused a slowdown in 
trade growth, which has been persisting 
since early 2011. If the trend continues, it 
could limit the growth of business-related 
air travel in the future.” 

—The International Air Transport Association, 
announcing a 5.6 percent year-over-year increase 
in October international premium traffic 
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Interview: Prism Founder Whitesage 


An inaugural member of The BTN Group’s 
Business Travel Hall of Fame, Prism Group 
founder Michael Whitesage long has been 
at the forefront of travel information and 
data management. The nine-time member 
of BTN’s annual list of the most influential 
executives in the business travel industry 
recently spoke with David Meyer as part of 
BTN’s Vision: 2020 project about the future 


of data, airlines and contracts. An edited transcript follows. 


Business Travel News: How do you see the travel industry 
changing by 2020? 

Michael Whitesage: We are in the midst of a profound 
information revolution that is still playing out. It is 
the most profound change since Gutenburg. We're 
going to be a different society in 50 years because 

of it. A lot of what we are seeing right now are 
forerunners of that. The information platforms are 
still evolving. 

I've identified three major trends that we'll see. The 
first is big data. Advances in storage and processing 
power haven't slowed down at all. By 2020, storage 
capacity will be very cheap, virtually free compared 
to what it is today. The processing power is going 
to be enormous and it’s going to change the way we 
perceive data in ways we don’t know yet. 

The first phase is just to get reliable data that can 
be normalized so it can be used. Now we are in the 
phase when we have metadata, which is data on the 
data we have. We're looking to use metadata today, 
and that has sparked the big data discussions. Big 
data provides stores and libraries of data that it knits 
together to create new ways to analyze things. What 
we're seeing is the evolution to the third step, which 
really are learning systems, systems that learn how to 
learn. When we see that in the travel industry, we'll 
see bots that continue to optimize. Contracting will 
get sharper and smarter. We'll see that happening 
over the next seven to 10 years. 


BTN: Will it be as empowering for the buyer as it is for 
the supplier? 

Whitesage: No. I don't see the same access to new ro- 
bust systems on the buyer side as on the supplier side. 
Suppliers could get the edge. I don’t see the agencies 
doing it. 


BTN: When will we get to the point that big data ties 
this metadata together? 

Whitesage: I think we'll start seeing it in pricing and 
contracting in about three years. The competitive 
environment may help buyers. The technology can 
be used to help the buyers and it can also help them 
make things more efficient on the other side. 


BTN: Is the greatest impact on personalization and 
customization? 

Whitesage: No. You can personalize or depersonalize 
data when you have large data sets. Yield manage- 
ment is an area where you can optimize the new 
data capabilities. 
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The second thing is the browser, and again that 
is profound. What we have now are search engines 
and homepages, but what we don't have are robust 
applications on the browser. The applications we use 
when we go to work are still locked down in C++ 
[programming language] applications. Revolution- 
izing the browser will change the way we do work. It 
also will support applications like Excel and Word in 
a shared environment. That will enable us to adapt 
rapidly, so I can change a component of a program 
and it ripples across all users immediately without 
having to issue a software upgrade. We're now truly 
multilingual, so I can operate in one language, pro- 
vide a report in a different language or on a differ- 
ent type of device and create environments that are 
highly globalized and flexible. 

On the airline side, it is all about networks. The 
carriers will continue to do business through formal 
and informal networks. The formal networks are the 
alliances and joint ventures that are bound by agree- 
ments and service standards. More interesting are 
the informal networks that are evolving, like Etihad, 
Virgin Australia and Airberlin. They can create these 
dynamic groups with different types of networks that 
can knit Europe to Asia. There will be more of those 
as the carriers find it more difficult to acquire and 
merge together these networks. They are going to be 
able to see things that they can’t see now. They are 
going to have more access to data and to offer more 
compelling contracts. It really is remarkable what we 
are moving into. 

This is creating virtual airlines that can overcome 
regulatory hurdles and create networks that really 
are responsive. It’s like the new alliance that Qantas 
has with Emirates. It is changing the world. Qantas 
was partnered with British Airways for years. We 
are going to see these dynamic alliances come up 
much more quickly. The impact is that we have these 
virtual airlines and contracts are not exclusively 
about pricing, they're about the network itself. The 
contracts on the buyer side are what creates that 
virtual airline. 


BTN: Will buyers be able to track all ancillary fees in the 
next seven years? 

Whitesage: Yes, once the airlines figure it out. The 
need and the opportunity are always there before 
the capability. I think all of that will be more 
explicit with greater data capability. It's just going 
to take time to get those data truly available in 
some format. % 
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Carfirmation 


Mobile Gold Alerts. Change your car 
on the fly, when you land. 


With Hertz Gold Plus Rewards® your travelers get a Carfirmation® — we'll send them an email or SMS the 
moment their plane lands confirming both the vehicle and stall it’s waiting in. They can even change 

the car they've already reserved into another one. Right from their phone. No lines. No waiting. 
Go to HertzGoldPlusRewards.com and sign up. 


Gold Plus Rewards 
Traveling at the Speed of Hertz’ 


FOR YOUR INFORMATION: 
At participating locations and subject to availability and other restrictions. Requires enrollment in complimentary 
Hertz Gold Plus Rewards. Message and data rates may apply. ® Reg. U.S. Pat. Off. © 2014 Hertz System, Inc. 
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he induction of the latest class into the Busi- 
ness Travel Hall of Fame last month in New 
York featured plenty of jokes, witty stories and 
sometimes-raucous recollections of days gone 
by. But the new inductees brought a touching 
tone to the ceremony, pointing to personal re- 
lationships with their families, colleagues, customers and even 
competitors as the secret to their success. 

The third induction class since The BTN Group inaugurated 
the Hall of Fame in 2011 included Danny Hood, the late Lord 
Colin Marshall, Randy Smith, Jonathan Tisch and Joe Vittoria. 

Smith Travel Research co-founder Smith spoke of how he and 
his wife formed STR at their kitchen table, and former Avis 
CEO and Hertz executive Vittoria related how he found him- 
self an accidental member of the travel industry after seeking a 
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job that would send him to Italy to (successfully) woo his now- 
wife. Former WorldTravel Partners and BCD Travel Americas 
president Hood spoke of customers that supported him since 
he first started out in the business, and former Loews Hotels 
CEO and Travel Business Roundtable co-founder Tisch talked 
of the importance of the industry coming together to effect 
positive change—not only for its participants but also for the 
economy and society. 

Along with former British Airways CEO Marshall, the four 
industry luminaries joined the 14 existing members of the 
Business Travel Hall of Fame. 

Quotes and information on the inductees appear on the next 
few pages. The BTN Group congratulates the Business Travel 
Hall of Fame Class of 2013. 

— Chris Davis 
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Everything you've ever wanted in én airline 
and more, Our entertainment, delicious 
cuisine and attentive service will impress 
the most discerning passenger. Meking 
your experience perfect is our 
commitment to you. 
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CLAIM TO FAME: 
As Avis CEO, created 
the Avis Employee 
Stock Ownership 
Trust 


~ 
“My career is a 7 R 


lot different than 
many of the people 
here who have 
been in the travel 
industry all their 
lives. I certainly 
have been, but I 
studied engineering 
at Yale and went to 
Columbia Business 
School and got a 
master’s degree 
in production 
management. Then I 
went to Europe.” 


OBUsIN 
HALL 


DANNY 
HOOD 


CLAIM TO FAME: 
Former 
WorldTravel 
Partners 
president and 
BCD Travel 
Americas 
president, tech 
pioneer 


“You really 
appreciate 
the customers 
who believe 
in you. People 
do believe, 
and they trust 
you, and you 
get to love the 
partnerships 
with your 
clients.” 
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JOSEPH V. VITTORIA 


On your induction into the 
Business Travel Hall of Fame 


MIDIIWWRWVYUIr 


HALL? FAMI 


—_ = 


“BING? ihe al 
car. ’ 


Your many friends in the business travel industry recognize your passion and years of contributions as 
you set new courses for employees, owners and customers at Avis, Travel Services International, UAL 
Corp. and the World Travel and Tourism Council. You left your mark on employee stock ownership plans, 
travel distribution and global travel...and forged so many friendships along the way. 


Wishing you continued success! 
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LORD COLIN MARSHALL 
1933-2012 


CLAIM TO FAME: 
Revitalized British 
Airways as a 
privatized business 
and formidable global 
competitor 


“The customer doesn’t 
expect everything 
will go right all of 

the time. The big test 
is what you do when 
things go wrong.” 


HANDY 
SMITH 


CLAIM TO FAME: 
Co-founded 
hospitality data 
giant Smith 
Travel Research 


" “It’s been 
JONATHAN ' amazing to 
TISCH ‘ \> 8 have sucha 
Mouth A 4 “ 7 small company 
CLAIM TO FAME: - ye n have such an 
Former Loews Hotels impact on 
CEO, helped found “<4 » such a huge 
Travel Business Y » industry.” 
Roundtable 


“The progress we're 
making [is] because 
we have put aside our 
individual concerns 
and are working 
together for the 
greater good, and 
the greater good is 
a strong travel and 
tourism industry, 
which is the best thing 
I can think of fora 
strong United States 
of America.” 
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DANNY HOOD 


Danny Hood has been a leader and innovator in 
travel industry distribution and travel technology for 
nearly 33 years. He spent 14 years as President of 
WorldTravel BTI and President of the Americas for 
BCD Travel. Known for his visionary leadership, 
Danny inspired his team and clients to pioneer 
several industry firsts including the first direct 
connect technology (Southwest Direct), launch of 
one of the first web based online booking engines 
(ResX) and the first system-wide airline net-net fare 
model (Dell and American Airlines). He also co- 
founded WorldTravel Technologies, later rebranded 
TRX. Danny currently is an independent consultant 
assisting executive management at BCD Travel and 
mostly other colleagues who helped him along the 
way. 


LORD COLIN MARSHALL 


Lord Colin Marshall of Knightsbridge, born in 1933 
and passed away in 2012, reshaped the business 
travel industry as a marketing expert and leader 

in the car rental business. He also improved the 
fortunes of British Airways, which he led for more 
than two decades as either its chairman or chief 
executive. At 16, he went to work as purser for a 
passenger ship company and by age 25, he sailed to 
America and began working for the Hertz car rental 
company. He rose through the executive ranks at 
Hertz until 1971, when Hertz’s chief rival, Avis, 
recruited him to expand its business across Europe. 
He went on to become chief operating officer before 
Avis named him chief executive. Lord Marshall 
joined BA in 1983 as chief executive under Lord 
King, tasked with transforming the airline from 

an inefficient, government-owned company into 

a successful privatized business. In 1993, the 
company settled what the British press called the 
“dirty tricks” scandal, in which Richard Branson, 
the founder of Virgin Airlines, claimed that British 
Airways had used illegal tactics to undermine 
Virgin ticket sales. After paying Virgin and Branson 
$945,000 in damages, Lord King stepped down, 
and Marshall succeeded him as chairman. Marshall 
retained the chief executive role until 1996, when 
Bob Ayling was appointed CEO. 


rN 


RANDELL SMITH 


Randy Smith is owner and co-founder of Smith 
Travel Research, the leading authority on current 
trends inoccupancy, room rate and supply/demand 
data for the global lodging industry. Randy, recently 
inducted into the Hospitality Industry Hall of 
Honor, was the 2011 recipient of The Lodging 
Hospitality Silver Plate Award and the 2010 
recipient of the ALIS Lifetime Achievement Award 
for his contribution to the lodging industry. In 2007, 
he was inducted into the Florida State University 
College of Business Hall of Fame. Randy is a 
charter member of the International Society of 
Hospitality Consultants and formerly on the 

board of directors. He is the recipient of the 1996 
Industry Pioneer Award of the ISHC for outstanding 
contribution to the lodging industry. Prior to starting 
STR, Randy was director of research for Laventhol 
& Horwath and has over 30 years experience in 
lodging industry research. 
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A STAR ALLIANCE MEMBER 


The BTN Group is pleased to congratulate the 
Business Travel Hall of Fame Class of 2013, honored during a black-tie ceremony 
and reception at the St. Regis New York on December 2, 2013. 


Jonathan M. Tisch is co-chairman of the board and 


member of the Office of the President of Loews Corp., 
one of the largest diversified financial holding companies 
in the U.S., as well as chairman of its subsidiary, Loews 
Hotels. During his tenure as CEO of Loews Hotels, Jon 
engineered the company’s expansion and emergence as 

a leading luxury hotel brand. He infused the properties 
with a widely praised corporate culture that places a high 
value on partnerships that empower employees, satisfy 
customers, contribute to communities, and improve the 
bottom line. Jon has worked tirelessly to educate elected 
officials and the public at large about the industry’s 
significant economic, social and diplomatic contributions, 
helping to found and serving as chairman of the Travel 
Business Roundtable until 2008, and now serving as 
Chairman Emeritus of its successor organization, the 
United States Travel Association, the national non- 

profit association representing all segments of the travel 
industry. Jon served for nearly six years as chairman of 
NYC & Company, the city’s official tourism marketing 
agency and convention and visitors bureau. Concurrent 
with his national efforts to help stimulate travel and 
tourism in the aftermath of September 11th, Jon served as 
chairman of New York Rising, a task force committed to 
reviving tourism and the economy in New York City. 


From 1987 to 1997, Joseph Vittoria was chairman and 
chief executive officer of Avis, Inc. While at Avis, he 
created the Avis Employee Stock Ownership Trust, the 
largest ESOP at that time and long considered a model 
for companies and governments evaluating employee- 
ownership programs. His success at Avis led to his 
selection as the salaried and management representative 
to the board of the UAL Corp. for its initial four-year 
term in 1994, when it created its landmark ESOP. 

He is now a member of the Blackjets and City Car 
Services boards. In 1997, Joe founded Travel Services 
International, a new public company that changed the 
traditional distribution system in the travel industry. In 
2000, he sold it to a British travel company. Joe became 
an investor and chairman of Puradyn Filter Technologies, 
Inc. in 2000 and in 2006, took on the role of CEO, 
retaining that position today. Joe was born on Long Island 
in 1935 and holds a BS in civil engineering from Yale 
University and an MBA from Columbia Business School. 
He also holds an honorary doctor of laws degree from 
Molloy College and a Doctor of Business Administration 
from Roger Williams University. 
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GIVING BACK 
TO THE INDUSTRY 


The Business Travel Hall of 
Fame Scholarship Fund 

was created by The BTN Group to 
help develop the next generation of 
business travel leaders. On behalf 

of United Airlines, with special 
contributions from Joseph & Luciana 
Vittoria, Aldo & Sandra Papone, 

Ray & Patti Chambers and The BTN 
Group, scholarships were awarded 
to an undergraduate and graduate 
student pursuing degrees in the 
fields of hospitality or travel business 
at the New York University Preston 
Robert Tisch Center for Hospitality, 
Tourism and Sports Management. 


Amy Hellman 
M.S. in Hospitality Industry Studies 


Mary Sullivan 
B.S. in Hotel and Tourism 
Management 
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Businesses Tracking Travelers To 
Ensure Tax Compliance 


BY AMON COHEN 

XEROX HAS STARTED worldwide 
implementation of independent travel- 
er-tracking system Voyage Manager— 
but not as a security tool, the purpose 
for which it was created. Instead, Xerox 
is using U.K.-based Voyage Manager 
for tax and immigration compliance by 
monitoring how many days employees 
spend in foreign countries. It is deploy- 
ing Voyage Manager internally and re- 
selling it to clients of its Xerox Reloca- 
tion and Assignment Services division. 

Employee tax planning is not top 
of mind for most travel managers, 
yet even the briefest international busi- 
ness trips technically can make trav- 
elers liable for Pay As You Earn-type 
taxes incurred in foreign countries if 
visits are for internal company purpos- 
es. Longer periods spent in a country— 
regardless of the reason—also can ren- 
der employees liable. Companies also 
must track how many days employees 
spend in a country to ensure they meet 
visa requirements. 

HRG director for taxation Chris Gib- 
son offered the following explanation of 
Pay As You Earn taxation and its under- 
lying connection to travel: Under PAYE 
principles, employees pay income 
tax in the country where they work, 
so, technically, if an executive works 
abroad for a week, they are tax-liable 
in the country they are visiting for that 
week. Since this principle almost would 
be impossible to implement in practice, 
many countries operate bilateral tax 
treaties through which they agree not 
to tax each other’s citizens for visits up 
to a specified duration—typically 183 
days in any given tax year. 

However, such treaties work on the 


sci 


™> 
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principle that a host office does not pay 
for a visiting employee's travel expenses 
or other costs for which the host of- 
fice might claim tax relief, and that the 
traveling employee's home office not in- 
ternally charge the host office for that 
employee's services. Some countries 
therefore require companies to moni- 
tor international trips to ensure com- 
pliance with these complicated rules. 

Although such rules have been in 
place for many years, experts in tax, 
travel and immigration told BTN that 
national governments are clamping 
down harder on noncompliance, thus 
pushing mobility risk issues up the 
agenda in many corporations. In Octo- 
ber 2013, the technology company In- 
fosys reached a $34 million settlement 
with the U.S. Department of Justice for 
sending Indian citizens to the United 
States on visas deemed inappropriate 
by DOJ. 

“As countries struggle for revenue, 


they are tending to crack down more” 
on tax issues, said Kelly West, vice 
president and COO for Xerox Reloca- 
tion and Assignment Services. A client 
brought its PAYE concerns to her at- 
tention 18 months ago, “and since then 
we've had more and more customers 
saying it’s a problem,” West said. 

Julie Pearl, CEO of San Francisco- 
based law firm Pearl Law Group, con- 
curred and cited an improved ability of 
immigration authorities to track arriv- 
als and departures through machine- 
readable passports. “Almost every cor- 
porate immigration conference I have 
been invited to over the past two years, 
they want to talk about traveler track- 
ing,” said Pearl. 

HRG’s Gibson listed the United King- 
dom, Ireland, Belgium and Australia as 
countries where tax authorities have 
become tougher in auditing require- 
ments to track employees’ overseas 
visits. “It’s a global issue,” said Gibson. 


abre, Conferma Io Bring Travel Settlement Services To Latin America 


Sabre and Conferma will expand 
to Latin America their joint Travel 
Settlement Services automated pay- 
ment product for hotel billing, the 
companies announced. Brazil in the 
first quarter of 2014 will be the first 
country in the region to have the ca- 
pability, Conferma co-founder and 
CEO Simon Barker last month told 
BIN. A Sabre spokesperson said other 
“Key countries” of focus include Ar- 
gentina, Chile, Colombia and Mexico. 
“Big U.S. companies find it difficult to 
manage payments down there,” Bark- 
er said. With the solution, travel man- 
agement companies can generate vir- 
tual cards for hotel billing, invoicing 
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and reconciliation. Sabre plans to ex- 
tend that capability to “all travel sectors 
including air, car and rail” The compa- 
nies previously launched the solution 
in the United Kingdom and the United 
States and through partnerships with 
seven international banks. Barker also 
said Conferma is looking to expand the 
partnership model with Amadeus in 
Europe and Abacus in Asia. 


Star, Air India Try Again 


Star Alliance members agreed “to re- 
commence the integration process 
with Air India” which was suspended 
in August 2011 as the airline failed to 


meet the “contractually agreed” upon 
“minimum joining conditions.” At the 
time, according to Star Alliance, Air 
India was focused on its merger with 
Indian Airlines. 


Virgin Adds Long-Haul Fee 


Virgin Atlantic on April 1 will begin 
charging long-haul economy passen- 
gers a $40 per-segment fee (£25 at the 
UK. point of sale) for advance seat as- 
signments. Launching “on a route-by- 
route basis,’ the new fee will not apply 
to Tokyo services and will be waived 
for “bookings made on a corporate 
deal code,’ according to the airline. 


> BusinessTravelNews. 


“Tax authorities are now much keener 
to ensure they are collecting the right 
amount of tax. It is very easy for them 
to challenge companies that don’t put 
controls in place. The challenge is for 
companies to ensure they are providing 
sufficient data.” 

The big debate is about what consti- 
tutes sufficient data and which is the 
most reliable method for collecting 
details on traveler movements. Gibson 
has seen companies resort to process- 
es as rudimentary as checking visitor 
books in their office lobbies. Others ask 
employees to fill in online calendars; 
the Big Four accounting firms all offer 
calendar-based systems, according to 
Pearl. “Two of the Big Four have sys- 
tems I feel are pretty strong because 
they are built into their workflow, but 
that means you have to buy their ser- 
vices,” she said. “A simple tax calendar 
is not good enough.” 

Another approach is to use data from 
travel bookings, as is common for secu- 
rity purposes. Spurred by customer de- 
mand, Xerox approached Voyage Man- 
ager, even though the travel tracking 
tool provider never significantly had 
promoted the compliance-monitoring 
aspects of its product. 

Voyage Manager managing director 
John Scott told BTN the system sources 
employee location data from four main 
channels. The first is travel reservations 
data, which it can collect through global 
distribution system-based travel man- 
agement company sources in the usual 
way. Alternatively, it can integrate mo- 
bile itinerary data from Concur’s TripIt 
and Carlson Wagonlit Travel’s World- 
Mate. Another option is for travelers to 
send simple texts to Voyage Manager 
with such information as their flight 
number or a message that their flight 
has been canceled. That information is 
parsed automatically into the system. 

A second location source for Voyage 
Manager is mobile device “polling.” 
Voyage Manager sends an automat- 
ed request to mobile data networks, 
which send back data packets indi- 
cating the country in which a device 
is located. However, Scott said polling 
is not possible for phones obtained in 
the United States. 

A third channel is global positioning 
system tracking of a smartphone or a 
dedicated tracking device for travelers 
in high-risk countries. And the fourth 
is a manual option that allows travelers 
to enter details themselves or override 
information entered automatically into 
the system. 

Scott described tracking systems 
based solely on GDS booking data as “a 
good starting point” but not wholly ad- 
equate. He pointed to numerous poten- 
tial gaps, including scenarios in which 


companies use multiple TMCs 
or travelers book outside au- 
thorized channels. There also 
is the potential for inaccuracy, 
especially when travelers di- 
vert from their booked itin- 
erary or make journeys that 
are not recorded through a 
TMC—for example flying to 
one country and then driving 
from there to another. 

Voyage Manager has fol- 
lowed up on Xerox’s inter- 
est by developing a dedicated 
module for tax and visa com- 
pliance tracking. It provides 
manual overrides for travelers 
plus summary reports of how 
long travelers have spent in a 
country and the purpose of 
their trips. It also can be pro- 
grammed to deliver automated 
warnings if travelers approach 
thresholds that would trigger 
tax liability or visa changes. 


Experts in tax, travel 
and immigration told 
BTN that national 
governments 
are clamping 


down harder on 
noncompliance, thus 
pushing mobility 
risk issues up the 
agenda in many 
corporations. 


In spite of Voyage Manager's 
additional features, HRG’s 
Gibson is confident that TMC- 
only data plus a policy requir- 
ing travelers to use official 
booking channels is sufficient 
to demonstrate a company’s 
effort to be tax-compliant. 
“Tax authorities don't expect 
you to be 100 percent perfect,’ 
he said. 

Agreeing that “no system 
is going to give you 100 per- 
cent,’ Pearl said, “GPS is the 
way to go hypothetically but, 
because of privacy laws, com- 
panies are not comfortable re- 
quiring employees to do this, 
although within a few years, 
in the U.S. at least, it is ru- 
mored that certain states are 
going to start GPS tracking 
for tax purposes.” 

As for what meets tax au- 
thorities’ expectations today, 
Pearl said that “it’s an emerg- 


ing field. You need to make a 
good-faith argument that you 
are working to comply with 
the rules. Sourcing booking 
records and requiring em- 
ployees to use your TMC goes 
a long way, but if my company 


had a lot of people driving on 
business trips or using differ- 
ent TMCs, I would be tell- 
ing them to use something 
like TripIt.” 

Gibson said travel managers 
should initiate dialogue with 


MULTINATIONAL 


their organization’s tax team 
to foster better internal under- 
standing of the nexus between 
tax and travel. “Travel manag- 
ers often receive requests from 
their tax team for data without 
understanding the purpose,’ 


he said. “Tax managers will be 
very interested in getting what 
help they can from travel man- 
agers, but don't wait for them 
to come to you because they 
may not even be aware of the 
help you can give them? 
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American Express Forecasts Flat 
2014 North America Meetings Spending 


BY CHRIS DAVIS 

OVERALL 2014 MEETINGS spending 
by North American clients of Ameri- 
can Express Meetings & Events will 
fall flat when compared to 2013 levels, 
while clients elsewhere on average an- 
ticipated small decreases, according to 
the company’s 2014 meetings forecast, 
released last month. 

Amex projected that meetings man- 
agement clients in the Asia/Pacific re- 
gion would experience a 3.6 percent 
decrease in year-over-year meeting 
spending, the largest decline forecast 
among global regions. For clients in 
Europe and Latin America, Amex pro- 
jected declines of 1.8 percent and 1.4 
percent, respectively. 

Amex based its forecast on “a num- 
ber of sources,” including “proprietary 
American Express data sources,’ li- 
censed third-party data, “interviews 
with industry leaders, information 
gleaned from its 2014 global business 
travel forecast and surveys conducted 
in September of meeting professionals 
and “leading hotel suppliers.” 

Flat or lower meetings spending 
projections come despite forecasts of 
higher hotel rates for meetings and 
group airfares, according to the report. 
Though Amex forecast flat hotel rates 
in Europe for meetings, the company 
projected increases of 4.1 percent for 
North America and 4.6 percent and 
3.3 percent for Asia/Pacific and Latin 
America, respectively. 

“Hotels that responded to our survey 
are not as optimistic about rate increas- 
es as meeting planners are,” according 
to the Amex report. “One of our Euro- 
pean experts has seen hoteliers in 2013 


North American Meetings And Events Policies 


Status Of Policies At Respondent Organizations 
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attempt to raise rates, only to find them 
return to the same level as 2012 at the 
end of negotiations.” 

Amex projected group airfares in 
2014 to increase 1.6 percent year over 
year, then increase another 1.1 percent 
in 2015. International 2014 group air- 
fares are projected to increase 3 per- 
cent, while intra-regional fares are ex- 
pected to increase between 1 percent 
and 2.2 percent in every region except 
the Middle East, where they are pro- 
jected to decline 1 percent. 


Virtual Adoption Underwhelming 
American Express 2014 forecast survey 
respondents reported notably lower 
adoption of hybrid or virtual meeting 
solutions than respondents projected 
in last year’s survey. Although 56 per- 
cent of those polled in 2012 predicted 


that hybrid or virtual meetings would 
represent at least 10 percent of their to- 
tal meetings activity, Amex determined 
that only 26 percent of respondents 
actually reached that level in 2013. The 
company suggested that “relatively slow 
growth” is a consequence of meeting 
buyers too narrowly viewing those op- 
tions through cost-control prisms. 
“The two most compelling reasons, 
cost savings and reduced travel, appear 
to be driving an increase in use of vir- 
tual solutions,” according to the report. 
“While these are important consider- 
ations, virtual meetings can deliver ex- 
panded reach, extend a live event, and 
more. These alternative formats may 
continue to experience only modest 
gains in utilization until meeting own- 
ers are focused on using them to achieve 
business outcomes versus savings.” “9 


Amex Taps Company Veteran To Head Global Business Travel Unit 


American Express this month se- 
lected company veteran Bill Glenn to 
serve as president and CEO of Ameri- 
can Express Global Business Travel, 
effective immediately. Glenn since 
2011 had been president of American 
Express Global Commercial Services, 
which encompasses commercial cards 
and business travel. It is unclear how 
Amex would structure the GCS unit 
should a new American Express Glob- 
al Business Travel company emerge as 
planned from a joint venture agree- 
ment in the works with private in- 
vestment firm Certares. An Amex 
spokesperson said that Glenn will be 
“continuing in this role upon closing 
of the joint venture transaction, which 
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is expected to be in the second quarter 
of this year.” Glenn replaces Kim Good- 
man, who last month stepped down as 
president of the Amex business travel 
operation. The spokesperson also not- 
ed that Susan Sobbott will lead Amex’s 
Global Corporate Payments unit. Sob- 
bott has been president of the compa- 
ny’s Open small business program. 


IRS Lowers Mileage Rate 


The Internal Revenue Service on Jan. 1 
lowered its business mileage rate by one 
half-cent to 56 cents per mile. Many 
companies use the rate to calculate re- 
imbursements for employees who use 
personal vehicles for business. IRS ad- 


justs the rate annually based on analy- 
sis “of the fixed and variable costs of 
operating an automobile” 


United Trims Sales Force 


United Airlines confirmed that it is 
trimming its corporate and agency 
sales force. The airline did not dis- 
close figures or details, but noted that 
it had “undertaken a review, as we 
regularly do, of the sales coverage pro- 
vided to our corporate and TMC ac- 
counts around the world? according 
to a spokesperson. “We will be real- 
locating headcount in certain markets 
and customer channels and reducing 
some headcount in others.” 


~BusinessTravelNews. 


ARC Formally 
Launches Air 
Benchmarking Tool 


BY DAVID JONAS 

ARC THIS MONTH announced that 
its FareSight corporate air travel data 
and benchmarking tool is generally 
available, following beta tests with 
“more than a dozen corporate travel 
managers” that began last summer. Fa- 
reSight is designed to leverage ARC’s 
data to help corporate travel profes- 
sionals assess their organizations’ air 
travel patterns, spending and ticket 
prices, and compare the data with in- 
dustry figures. 

ARC incorporated feedback ob- 
tained during the beta tests. “The ad- 
vance purchase ranges were refined to 
break out under seven days into three 
distinct categories to allow for a more 
accurate analysis of how last-minute 
travelers impact air spend,” according 
to ARC managing director of product 
management Doug Mangold. “The 


ARC also added a new 
“market segmentation 
filter” to enable users to 
benchmark against all 


ARC ticketing data or only 
corporate data. A future 
version of FareSight will 

filter data by trip type. 


class of service filter was expanded 
from three to five service categories 
to allow for a more accurate analy- 
sis of how service class may impact 
air spend.” 

ARC also added a new “market seg- 
mentation filter” to enable users to 
benchmark against all ARC ticketing 
data or only corporate data. A future 
version of FareSight will filter data by 
trip type. 

According to a statement from René 
Colyer, Exelis Inc. corporate travel de- 
partment manager and a board mem- 
ber at the Corporate Travel Depart- 
ment Association, the tool uncovers 
“travel policy improvement oppor- 
tunities by comparing our advance 
purchase and exchange rates to ev- 
eryone traveling in the same markets 
as we are.” 

FareSight is the first product from 
ARCLabs, a research and develop- 
ment initiative. 
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On Growth Trajectory, Travel And Transport 
Prepping Management Transition 


BY DAVID JONAS 
TRAVEL AND TRANSPORT’S new 
president and CEQO-designate, Kevin 


O'Malley, is preparing to take the reins 


the 
beat 


of a solidly growing and 
profitable company — sur- 
rounded by a veteran man 
agement team. But there 
certainly are challenges, including a 
talent management crunch and lots of 
noise around the industry's all-too-fa- 
miliar buzzwords. 

The Omaha, Neb.-based travel man 
agement company this month an- 
nounced that president and CEO Bill 
Tech plans to retire at the end of 2014. 
Ahead of the change, the company's 
board of directors named Tech chair- 
man—a position he will retain after 
his retirement in December—and pro- 
moted O'Malley to president and fellow 
executive vice president Tim Fleming to 
COO, all effective Jan. 1, 2014. 

“T was very fortunate the board want- 
ed me to stay involved,” Tech told The 
Beat. He has been at Travel and Trans- 
port for 27 years, serving as CEO since 
1998. “The three of us really have run 
the company,’ he said of O'Malley and 
Fleming. “They both competed for the 
job, and it was really a tough choice for 


the board. We are glad that the board of 


directors has kept it in-house. There will 
be a lot of continuity.” 

Tech said that “it couldn't be a better 
time to make the transition.” He noted 
“five record years of growth? includ- 
ing surpassing in 2013 the $100 million 
mark in new sales for the second time 
in company history, and three big ac- 
counts that signed in December and will 
amount to another $46 million in sales. 

The company during the past three 
years increased to 50 from 30 its ac- 
count management team while grow- 
ing to 16 people its Partner Solutions 
group, which handles supplier relation- 
ships and consulting. Previously under 
O'Malley's leadership, the Partner So- 
lutions group now reports to Fleming. 
Overall, the TMC now has more than 
1,000 employees. 

Meanwhile, ‘Travel and Transport 
intends to maintain its strategy of es 
sentially leaving alone Ultramar Travel 
Management, which it acquired in Oc- 
tober 2012. Peter Klebanow remains 
president and CEO of that operation, 
which has grown employee headcount 
from 276 to more than 300 since the ac 
quisition, according to Tech. 

“We committed to them that there 
would be very little change, said 


O'Malley, who joined Travel and Trans- 


T&T's Kevin O'Malley 


port in 1994. “They were growing 20 to 
25 percent a year, and we didn't want 
to screw that up. There was no reason 
to change the brand or mess with sales, 
service and operations.” He added that 
there have been almost no changes to 
any aspect of Ultramar’s point-of-sale 
and mid-office tools, or customer-fac- 
ing components. 

There behind-the- 


may be some 


scenes integration coming, though. 
“About 16 or 17 months in after the ac- 
quisition, Ultramar sees that there are 
some tools here that will help them as 
they sell in the marketplace,” O'Malley 
explained. “Some of the things that they 
may have third-partied in the past and 
where we have proprietary technology, 
they will start to integrate those things. 
But we are not going to force things. 
There is nothing broken here. They had 
their best new sales year ever [in 2013], 
and so did we.” 

The business-as-usual approach for 


Ultramar is how the Travel and Trans- 


port team plans to handle this year of 


leadership transition. And that means 
navigating an industry that each year 
usually produces new challenges. 
“What's really challenging is manag- 
ing the noise and figuring out what is 
real and not real.’ O'Malley said. “We 
spend a ton of time asking questions. If 
it’s Travel 2.0, open booking or whatever 
you want to call it, we have a lot of cus- 


tomers asking what it means. The an- 


swer a lot of times is we don't know yet 
but we are trying to figure it out.” 

Tech suggested that as Travel and 
Transport’s new leader, “Kevin is going 
to have his hands full. Our industry is 
not getting any easier” He referenced 
the universal concern around attract 
ing new talent to the business as older 
members of the current workforce head 
for retirement. “It's an industry chal 
lenge, and certainly our challenge be- 
cause we keep growing,” Tech said. 

lo meet that challenge, the TMC is 
“spending a lot of time, money and ef- 
fort in getting the next generation into 
Travel and Transport.’ O'Malley said. 
“We have reopened our travel school. 
We started intern programs.” [Travel 
and Transport in conjunction with the 
Metropolitan Community College in 
Omaha runs the Travel Academy. ] 

“We've not been good enough in tell- 
ing our own story,’ he added. “The mes- 
sage now when you sit with someone 
coming out of college is: We are not dy- 


ing; we are thriving.” @ 


Looking East, Christopherson Acquires Alabama TMC 
On Path To Half-Billion Sales Target 


BY DAVID JONAS 
CHRISTOPHERSON Business Travel 
recently announced the acquisition of 
Birmingham, Ala,-based All Seasons 
Travel in an eastward expansion of its 
geographic footprint. Christopherson 
CEO Mike Cameron said the deal is 
“a perfect match” and keeps the super 
regional travel management company 
on track to reach $500 million in sales 
during 2015. ‘Terms were not disclosed 
by the privately held companies. 

“We are predominantly in the West 
but getting more clients in the East,” 
Cameron said. “We are at that point 
where we really needed to grow in the 
East. This was a perfect opportunity” 

In addition to several dedicated cli- 
ent onsites, Christopherson operates 
offices in Salt Lake City (its headquar- 
ters), Denver and San Francisco and 
has about 900 client organizations, 
Cameron said. With annual sales 
around $45 million, All Seasons has 
offices in Birmingham and Montgom- 
ery, Ala., a staff of about 50 and 100 
client organizations, he said. 

“Their mix of business is very com- 
patible? Cameron continued. “They 
are about 70 percent corporate and 30 
percent leisure and sports travel. Their 
leisure is high-end luxury travel, and 


we also have a division that does that.” 
Like Christopherson—which handles 
travel for the state of Utah, many schools 
in Utah including the University of Utah, 
and the University of Colorado—All 
Seasons serves collegiate and state pro- 
grams; Cameron cited the University 
of Kentucky, the state of Alabama, the 
University of Alabama (including some 
of its sports teams and “all” of its sizable 
fan-based travel) and Auburn University. 
Meanwhile, Cameron noted All Sea- 
sons’ “strong meetings and incentive 
division,’ an area in which Christopher- 
son hasn't been as active. “There's lots 
of compatibility and they bring some 
assets to the table that we didn't have” 
Other factors aligned to create a good 
fit: All Seasons is connected to Travel- 
port's Worldspan global distribution 
system, which is the primary of three 
GDSs used by Christopherson. At both 
agencies, Concur is the primary online 
booking tool supported for clients. And 
because of their locations, each agency 
counts Delta as a leading carrier. 
Christopherson claimed the com- 
bined company “immediately captures 
a stronger market position that will 
allow for greater business efficiencies, 
enhanced travel technology and formi- 
dable buying power.” 
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Cameron said that All Seasons is the 
“seventh or eighth” acquisition com- 
pleted since he purchased Christo- 
pherson in 1990, “and it’s the second- 
largest we have made behind Andavo” 
in 2008. All Seasons was founded in 
1970 and had been principally owned 
by chairman Borden Burr, 

Cameron said Christopherson “ab- 
solutely” will watch for additional ac- 
quisition opportunities. He explained 
that he and his management team in 
2010—when the company’s annual 
sales were about $240 million—estab- 
lished a goal to double that in five years. 

“We mapped out how through a 
combination of organic growth and 
through acquisition,” Cameron said. 
In three years, Christopherson is up to 
about $380 million in annual sales— 
including All Seasons’ volume. “We 
are right on track.” 

He said a top priority is to continue 
investing in technology, which in- 
cludes closer cooperation with Con- 
cur and further development of the 
AirPortal 360 proprietary travel man- 
agement technology suite for clients. 
Christopherson last summer unveiled 
an iOS mobile version of AirPortal 
360 and last month made available an 
Android version. 


PhoCusWright's in-depth report and analysis 


of European online travel trends: 


Where data 
meets insight. 


Don't miss out on the ninth edition of 
PhoCusWright's European Online Travel 
Overview - a comprehensive analysis and forecast 
of European leisure/unmanaged business online 
travel trends by sector, segment, and channel. 


Economic and competitive dynamics in the European travel marketplace 
are changing fast. PhoCusWright has the data to know which markets are 
faring best and which trends are likely to shake up your business. Buy now 
for actionable insight into the latest online trends: mobile booking, targeted 
market sizing, recovery analysis, and more. Tracking data trends since 1998, 
PhoCusWright is the only travel forecasting firm with over 15 years of travel 
data. With in-depth analysis of six major markets: France, Germany, the 
UK., Italy, Spain and Scandinavia, the report highlights key trends for all 


major travel segments, including air, hotel, car rental, tour operators and rail. 


© Pho CusWright 


22 JANUARY 20, 2014 


MOST INFLUENTIAL BUSINESS 
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his 30th edition of Business Travel News’ annual effort 

to determine the executives who most influenced the 

business travel industry features a new wrinkle: There 

are more first-time designees on this list than in any 
previous edition since the first one published in 1984. Twenty- 
one executives listed in the following pages never before ap- 
peared on a BTN Top 25 list. 

The influx of new blood represents a business travel indus- 
try that is witnessing the decentralization and democratization 
of influence, with innovation shaped by a growing number of 
players without decades-long industry pedigrees. Increasing 
relevance of mobile platforms and other Internet-age start-ups, 
as well as suppliers outside North America and Western Eu- 
rope, have created new avenues for executives to influence the 
way business travel is purchased and managed. 

That's not to say that the veterans’ day has passed; quite the con- 
trary, as some established players in 2013 continued to mold the 
industry through new products, relationships and acquisitions. 
Concur’s Steve Singh, for example, this year makes his ninth ap- 
pearance on this list— trailing only the record 10 appearances by 
Business Travel Hall of Famer Robert Crandall. Singh is joined 
by repeat honorees Dave Hilfman, Ronald Nelson and Doug 
Parker, each making his fourth appearance on the list. 

Following several solicitations for nominations, The BTN Group 
during the fall of 2013 created this list and first revealed it Dec. 2 
at its Travel Management 2014 conference in New York City. 

The 25 Most Influential Executives of 2013 is not a ranking; 
BTN is not measuring the honorees’ relative influence against 
one another. 

The BTN Group thanks all those who participated in creat- 
ing this year’s list. 9 
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BILL BAER, U.S. Department of Justice 


SIMON BARKER, Conferma 


ED BASTIAN, Delta Air Lines 


HANS-INGO BIEHL, VDR 


TIM CLARK, Emirates 


JIM DONALD, Extended Stay America 


JAMES FILSINGER, Yapta 


DEAN FORBES, KDS 


PHIL HAMMER, ProcureApp 


TIM HAY, WSCA-NASPO 
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REGGIE 
AGGARWAL 
Founder and CEO 
Cvent 


vent’s successful initial pub- 

lic offering in August 2013 

not only generated more than 
$117 million for the company, but also 
marked the end of a 14-year odyssey 
from a little tech company surrounded 
by well-funded competitors to an au- 
thority in the meetings tech sector. 

That journey has been guided since 
Cvent’s 1999 birth by Reggie Aggarwal, 
who now helms a company with more 
than 1,300 employees, a growing ros- 
ter of corporate clients, relationships 
with several major travel and meet- 
ings management companies as well as 
travel technology firms, and a promise 
to invest in research and development 
to a degree the sector has never seen. 

“Weve increased R&D by mas- 
sive amounts, Aggarwal said late last 
month. “Between 2011 and 2012, our 
investment in R&D increased 40 to 50 
percent, and you'll see similar trends as 
we build out our product and platform.” 

Cvent reached its position not 
through acquisition—the company, 
standalone since inception, has bought 
only two other firms, a pair of mobile- 
centric companies in 2012. Instead it 
gradually has extended its reach, from 
attendee registration technology to 
broader management tools, a supplier 
marketplace for hotels and other ven- 
ues, a strategic meetings management 
offering and now mobile meetings 
management tools. 

With pockets full of cash and a his- 
tory of expansion, it seems reasonable 
to ask if Cvent’s plans include eventual 
forays into technology realms beyond 
meetings, but Aggarwal said the com- 
pany planned only to further its reach 
within the sector. 

“Our core tends to be everything 
around meetings and events,’ said Ag- 
garwal. “There are no near plans to 
change that focus. It is a large green-field 
space, and there is a lot of opportunity.” 

— CHRIS DAVIS 


JOHN SNYDER 


Global president and COO 


BCD Travel 


ohn Snyder said 2013 was one 
of BCD Travel’s most successful 
years. It also was one of its busiest. 

In the middle of the year, the BCD 
Holdings-owned travel management 
company acquired Sabre Holdings’ 
Travelocity Business, which services 
such big-name clients as Lockheed 
Martin, Wellpoint and Yahoo. Seen 
as part of Sabre’s run-up to an an- 
ticipated public offering, the deal was 
one that Snyder had been eyeing for a 
while. “Part of it was good timing,” he 
said. “We were absolutely in the acqui- 
sition mode.” 

“We've already integrated into our 
global network [TBiz clients] Sapient, 
Lockheed and LinkedIn,” Snyder said 
during a December interview. “They 
have gained greater access and depth 
into an owned network, and obviously 
we have been able to expand the busi- 
ness with them.” 

BCD also picked up some TBiz tech- 
nology that it is now incorporating into 
its environment, including an online 
chat tool that connects travel arrang- 
ers to agents. “Some of their customers 
were using it for almost a third of their 
online touches,” Snyder said. 

BCD Travel during 2013 also ex- 
tended its influence in other regions. In 
February it deepened a minority own- 
ership interest in its Dubai partner, and 
in October it announced a joint-ven- 
ture agreement with Brazilian partner 
Avipam for “a newly established Bra- 
zilian company” also to be called BCD 


Travel, in which it holds a controlling 
interest. “Brazil is such a strong growth 
market and what we see as a key entry 
point for Latin America,’ Snyder said. 
“It’s something we have been working 
on for several years now.’ 

Internally, BCD Travel continued to 
build out its Advito consultancy. In 
March, Snyder tapped the travel man- 
agement company’s strategic market- 
ing vice president, April Bridgeman, 
to lead that organization. Advito sub- 
sequently named industry veteran 
George Odom vice president of inte- 
grated travel and meetings, a newly 
created position that addresses one of 
the consultancy’s areas of focus. Oth- 
ers include location-based services, big 
data and nontraditional T&E spend 
categories, as well as ongoing work in 
traditional areas. 

“In a short period of time April has 
made a great impact on the Advito or- 
ganization,’ Snyder said. “It’s probably 
ahead of schedule on where I antici- 
pated it to be in terms of the product 
and service lines, new leadership, etc. 
It's a stronger Advito organization than 
we ever had.” 

BCD Travel in 2013 also sniffed 
around subscription pricing models 
with a small number of clients, took 
home The Beat Readers’ Choice Award 
in the TMC category and continued 
working on talent management. BCD 
Travel in 2011 formed an internal 
organization dedicated to the latter, 
which is run by the company’s global 


head of human resources and reports 
directly to Snyder. 

“Iam a firm believer that there is not 
enough fresh new talent coming into 
this industry,” Snyder said. “If we as 
an industry leader don't do something 
about it today, and have other indus- 
try leaders step up, we'll be in a huge 
talent crunch five or 10 years from 
now. We have taken it very seriously at 
BCD, put investment dollars behind it 
and will continue to do so.” 

Part of the company since 1992, 
Snyder is particularly proud of BCD 
Travel’s performance last year, one in 
which the industry at large was chal- 
lenged by depressed travel volumes in 
some regions. “We've closed over $1 
billion in new business [in 2013],” he 
said. “By a lot of measures, 2013 was 
one of the best years ever. We never 
took our foot off the pedal in invest- 
ments in the past two or three years. 
‘That is paying off.” 

— DAVID JONAS 


CINDY HESTON 


Director of Travel and Events 
WellPoint 


A 


Ithough travel technology innovation traditionally moves more slowly on the cor- 
porate side than on the leisure side, WellPoint director of travel and events Cindy 
Heston has spurred such advancement by working with third-party suppliers to 
adapt their technology to better serve her company’s needs. 

Always keeping a close eye on trends in consumer-facing technology, Heston realizes 
that “airlines and hotels know our [internal] clients better than I know them,” she said at 
BTN’s Travel Management 2014 conference in December. “If I know them, I know their 
patterns to get ahead of them” 


Knowing how frequent-flyer programs can alter booking behavior, for example, Heston sought to shift traveler booking 
behavior to consider the whole cost of a trip rather than merely the point-of-sale fare. Since elite frequent-flyer status brings 
such cost-saving perks as free checked baggage and lower change fees, she worked with her agency, Travelocity Business, 
and her booking tool, Get'There, to give travelers more freedom in booking with airlines with which they had status, even 


if it was not the lowest available fare. 


With those same partners, Heston also transformed the hotel rate-auditing experience. By using a screen-scraping process 
when travelers book hotels, she began to gather data about properties that appeared in a search but were not selected. With 
that data, she can determine whether preferred properties were available at the preferred rate, giving her insight when hotels 
are fencing travelers out of preferred rates. 

Besides proving that a buyer does not need a massive program to wield influence with travel suppliers, Heston’s history of 
partnership also could serve as a model for travel management companies in the increasingly do-it-yourself travel realm. 

“Competition will always be there,’ Heston said. “As buyers, we look at those innovators out there and partner with them 


to help them develop what we need.” 
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RICHARD 
SOLOMONS 
CEO 
InterContinental 
Hotels Group 


er hotels remain commonplace for 

non-elite travelers, but the world’s 
largest hotel company this year is 
adopting a new stance that other mul- 
tibrand hotel companies might have a 
hard time ignoring. 

Until this year, InterContinental Ho- 
tels Groups Internet pricing policy 
looked similar to many of its competi- 
tors, including Hilton, Hyatt, Marriott 
and Starwood. While the service was 
free at midprice and extended-stay 
brands guests at Crowne Plaza and In- 
terContinental properties generally had 
to pay a fee. Last year, however, IHG an- 
nounced that in 2014 the policy would 
change to make access free for all guests 
at all hotels worldwide, so long as they 
were members of IHG Rewards Club. 

At most other large hotel companies, 
guests must be in the upper tier of loy- 
alty programs to have that fee waived. 

“Internet access is no longer a luxu- 
ry; it’s a necessity,” IHG CEO Richard 
Solomons said at the company’s Amer- 
icas Investors and Leadership Confer- 
ence in October. “Many of [our hotels] 
have offered free Internet for a long 
while, but by stretching this out to a 
truly global scale, we are making a real 
leapfrog move, way ahead of our com- 
petitors in an area which will quickly 
become non-negotiable for our guests.” 

IHG is not the first company to take 
this approach—Carlson Rezidor, Omni 
and Wyndham also offer free Internet 
access to rewards program members 
upon joining—but with more rooms 
than any other hotel company, it’s cer- 
tainly the largest. The Crowne Plaza 
brand this year also plans to take the 
extra step of making Internet access 
free to all guests regardless of whether 
they are Rewards Club members. 

Hotel analysts said other brands like- 
ly would follow IHG and noted that the 
move also could usher in more tiered 
pricing for hotel Internet access. 

— MICHAEL B. BAKER 
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ED BASTIAN 


President 


Delta Air Lines 
ce ou need Boardwalk to win,’ 
Y wrote Buckingham  Re- 
search Group airline ana- 
lyst Daniel McKenzie in a December 
2012 research note on the news that 
Delta Air Lines paid Singapore Air- 
lines $360 million for a 49 percent 
stake in Virgin Atlantic and planned 
to form an antitrust-immune joint 
venture with Virgin. “The move gives 
Delta access to a critical game piece 
in the corporate travel arena—Lon- 
don Heathrow.’ 

Since then, Delta received the req- 
uisite approvals from the U.S. De- 
partment of Transportation and has 
begun to bring a combined offering 
to corporate clients. 

Delta president Ed Bastian was 
an instrumental force in execut- 
ing the Virgin deal, which not only 
fills a significant gap in Delta’s 
network for corporate travelers, 
but forms a fortified competitor 
between the United States and 
United Kingdom to the dominant 
American Airlines-British Airways 
joint venture. 

“Tt took almost three years to come 
together and it was a labor of love,’ 
Bastian said this month. “It was one 
of those transactions that you knew 
that the opportunity was great, and 
you just needed to stay after it and be 
persistent. We hit a few walls along 
the way, and we went our course 


a few times, but on both sides—the 
Virgin Group side as well as the Delta 
side—we stayed steadfast.” 

The transatlantic deal better posi- 
tions Delta with some of the most 
lucrative clients in corporate travel, 
especially in the banking and financial 
services sector. 

“To think we went from a position 
where there was no access at Heathrow 
at all in 2008, to now having together 
with Virgin the number-two posi- 
tion at the airport, it’s really great for 
our position with accounts that need 
Heathrow,’ said Bastian. 

Another 2012 deal that was impact- 
ful last year was the airline's bold pur- 
chase from Phillips 66 of the Philadel- 
phia-area Trainer oil refinery. While 
Wall Street has harped on the poten- 
tial profitability of the business, Delta 
attests—and at least one analyst con- 
firmed—that the deal has increased 
fuel production capacity and lowered 
the cost of refining oil into jet fuel, 
known as the crack spread. Bastian, 
whom Delta cited as a key driver of 
the deal, estimated the increase in pro- 
duction has trimmed between 5 cents 
to 10 cents from the per-gallon cost of 
jet fuel. 

“Trainer for us is a work in progress,” 
he said, noting that this should be a 
profitable year for the refinery. “I would 
label 2013 as a year of good success, 
primarily because it was the first year 


in the last five years where we've seen 
jet fuel cracks fall from the trajectory 
they had been on, where they'd been 
growing at a rate of 60 percent to 70 
percent on a compounded level over 
the past several years. Jet cracks ac- 
tually were reduced in 2013 versus 
where they were in 2012. That was 
good for Delta; that was good for 
the industry,’ 

The refinery turned a $3 million 
profit in the third quarter of 2013, 
following losses of $22 million and 
$51 million in the year’s first two 
quarters, respectively. 

Though Wolfe Research airline ana- 
lyst Hunter Keay in July last year wrote 
that it’s “hard to quantify” the exact 
benefit, he acknowledged, “There 
is no doubt that Trainer's jet fuel 
output has contributed somewhat 
to lower East Coast jet fuel prices” 
to the benefit of Delta as well as 
its competitors. 

— JAY BOEHMER 


RONALD NELSON 
Chairman and CEO 
Avis Budget Group 


.S. rental car companies for 
years largely have struggled 
and failed to extract sig- 


nificant rate increases from corporate 
clients. Yet, as falling used car prices 
in 2013 put pressure on their bottom 
lines and year-over-year demand for 
their services rose, the rate side of the 
equation was poised to budge upward. 


More than any other figure in the in- 
dustry, Avis Budget Group CEO Ron- 
ald Nelson emerged as a key champion 
for a renewed, and incrementally suc- 
cessful, drive to stand firm in corporate 
rate negotiations, back away from un- 
profitable corporate accounts and cap- 
ture elusive rate increases. 

“When commercial accounts come 
up for bid, we are going to ask our- 
selves, “Why are we being invited to 
submit a proposal?’ ” Nelson said dur- 
ing an earnings call last spring. “In 
situations where we feel a proposal is 
unlikely to yield profitable business, 
we'll be taking a pass.” Nelson added 
that the company will “have some 
spine and ask for a rate increase that 
delivers a profitable account.” It was a 
notable shift, as rental firms long trum- 
peted client retention—often in the 99 
percent range—as the benchmark of 
their success in the commercial arena. 

Nelson in October indicated Avis 
Budget’s more aggressive stance al- 
ready was “having a positive effect.” 
Of the more than 1,000 commercial 
contracts renewed to that point, Avis 
Budget secured flat or raised rates for 
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nearly 60 percent, “and the average rate 
on renewals has improved as the year 
has progressed,” he said. 

According to forecasts from Carlson 
Wagonlit Travel and BCD Travel’s Ad- 
vito unit, 2014 corporate car rental rate 
increases for the U.S. market should 
see low-single-digit 
percentage increases. 

“The small increases expected are in 
fact big news, as it marks the first time 
in years that U.S. suppliers have been 
able to increase rates, even slightly,” ac- 
cording to CWT. 

Nelson last year also furthered 
the convergence of traditional rental 
car business models and car-shar- 
ing services through Avis Budget’s 
January 2013 deal to acquire Zipcar, 
which closed in March. While his 
rental car competitors in recent years 
also have been acquisitive in the car- 
sharing space, Zipcar was the largest 
and best-known player in that seg- 
ment. Avis Budget, like its competi- 
tors, continues to blend aspects of the 
car-sharing model with their core 
rental experience. 


year-over-year 


— JAY BOEHMER 
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PAUL HOFFMANN 
President and CEO 
eCommission Solutions 


r | Aravel technology guru Paul 
Hoffmann spent years perfect- 
ing a method for collecting 

hotel commissions that now, with buy- 

in from three of the four mega travel 
management companies, has emerged 
as a de facto industry standard. 

Hotel commissions traditionally have 
been tricky to track and collect. Unlike 
airline tickets, hotel bills usually are 
not paid until checkout, often leaving 
an agent with no idea what the traveler 
did during the trip. With eCommission 
Solutions, Hoffman's process combines 
data from multiple sources—global dis- 
tribution systems, payment tools and 
back-office accounting systems, for ex- 
ample—to present a clear picture of a 
trip and the commissions owed. 

“Because we've automated the pro- 
cess, we can do it at far less of an ex- 
pense than they can do themselves,’ he 
said. “Because it’s all based on real data 
and consumed data, they’re also realiz- 
ing what an incredible asset it is to use 
for vendor negotiations.” 

The roster of organizations that have 
adopted eCommission Solutions in- 
clude American Express’ consumer 
group, Travel Leaders Group and por- 
tions of both BCD Travel and Carlson 
Wagonlit Travel, according to sources. 

Benefits from agency use trickle 
down to corporate clients, Hoffmann 
said. Agencies using the tool can track 
commissions to the customer. 

The process also has found an un- 
likely fan base in hoteliers, Hoffmann 
said. Even though it potentially could 
increase the amount hotels pay in com- 
missions, it also lessens the burden of 
dedicating resources to respond to 
commission queries, he said. 

“We're providing them with a high 
level of qualified data, showing the 
traveler first name, last name, IATA 
number—everything the hotel needs,” 
Hoffmann said. “It allows the hotel to 
make a quick and qualified inquiry as 
to whether that money is due.” 

— MICHAEL B. BAKER 
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DOUG PARKER 
CEO 


US Airways/American Airlines 


dustry consolidation,” US Air- 

ways CEO Doug Parker said on 
Feb. 14, 2013, the day US Airways and 
American Airlines announced their 
long-awaited merger. 

Not only had Parker long been in fa- 
vor, but also for years made it clear that 
if further airline consolidation were to 
occur in the United States, he would 
participate. In his view, the deal with 
American was “the last major piece 
needed to fully rationalize the indus- 
try.” Many agree. 

As standalone carriers, US Airways 
and American, in their own telling, 
would struggle to match the global 
size and scale of Delta and United, 
each of which had grown in recent 
years through consolidation. What 
was needed to match those mega air- 
lines? To Parker, nothing short of the 
creation of the world’s largest airline— 
to be called American Airlines, to 
be headquartered in Dallas and to be 
headed by him. 

By the time the airlines on Valen- 
tine’s Day announced their pending 
nuptials, Parker’s courtship already 
was many months in the works, and— 
the extent to which he did not then 
know—many more months from 
consummation. 

In late November 2011, when AA 
parent AMR Corp. filed for bankrupt- 
cy and placed Tom Horton at the helm, 
Parker picked up the phone and floated 


aI "ve been a long proponent of in- 


the merger to his former AA coworker. 
Horton gave him the stiff-arm, as both 
men would later retell it. And it wasn’t 
the only hurdle Parker would encoun- 
ter in his long pursuit. 

But Parker was dogged. If the front 
door to a merger was closed, there 
were other doors and even windows 
to climb through. AA management 
wasnt on board? Then Parker would get 
Wall Street pumped for a deal. Hed get 
unions on board. Even if Horton was fo- 
cused on a bankruptcy reorganization, 
Parker's focus on a merger was absolute. 

In early 2012, US Airways executives 
revealed they had retained outside ad- 
visors to evaluate and pursue the deal, 
extolled the virtues of a transaction 
to investors, purchased some domain 
names to make its goals clear (usair- 
ways-american.com as one example) 
and, boldly, approached AA employees 
for support. 

In April that year, US Airways re- 
vealed that it had reached collective 
bargaining agreements with three 
unions representing American Air- 
lines—an audacious move that was 
hard for AA management to ignore. 

Within months, US Airways and 
American Airlines entered into a non- 
disclosure agreement to explore a trans- 
action, even if AA kept US Airways at 
arms length ostensibly by exploring 
deals with other potential suitors. 

By February 2013, it appeared that 
Parker’s mission was accomplished: 


a definitive merger agreement had 
been reached. Nothing could stop 
him now. 

Or could it? 

As Parker began to ready his seat at 
the helm, pick his management team, 
structure the post-merger company 
and embark on integration planning, 
one last plot twist was thrown his 
way. The U.S. Department of Justice 
in August stunned the industry—and 
Parker—with a challenge to block the 
merger. That set up months of legal 
wrangling, government lobbying and 
public relations campaigns. Eventually, 
the airlines and DOJ agreed to settle 
their dispute, at the expense of slots 
and gates to be shed by the merged 
carrier. Both sides claimed victory, but 
most industry-watchers contend Park- 
er prevailed. 

The airlines officially closed their 
merger on Dec. 9, 2013. Now CEO of 
American Airlines, Parker's influence 
will be felt for years. 

— JAY BOEHMER 


JAMES FILSINGER 


CEO 
Yapta 


here are multiple indicators 
of Yapta’s influence on the 
corporate travel industry in 
2013. There are the major corporate 
travel agencies that agreed to offer 
clients Yapta’s FarelQ airfare-tracking 
software, including Carlson Wagonlit 
Travel, Omega World Travel, Travizon 
and Ultramar Travel Management. 
There also are the millions of dollars 
in funding the tech company secured 
last year from entrenched travel in- 
dustry players Amadeus and Concur. 
Then, there also are the millions the 
company claimed to have saved clients 
by alerting them to rebooking oppor- 
tunities when fares drop. In any event, 
“2013 was really an inflection point 
for us, CEO James Filsinger said. 
Yapta emerged several years ago as 
a consumer-focused price-assurance 
software tool that tracked booked air- 
fares and alerted users to savings when 
the fare dropped in excess of airline 


change fees. But even before Filsinger 
joined, the company began to explore 
opportunities in the managed travel 
segment. “When I came in we pivoted to 
the enterprise space,’ said Filsinger, who 
became CEO in summer 2012. “We got 
a lot of traction in that, and 2013 was 
really a foundational year” 

Some buyers and agency executives 
were tentative about Yapta, citing con- 
cerns that its software did not seam- 
lessly integrate with TMC systems, that 
the company took too large a cut from 
client savings, that it would compli- 
cate rebooking tickets or that FareIQ’s 
premise was little more than gussied up 
mid-office software already available. 

But Yapta also had its fair share of 
boosters and believers, and last year 
they emerged in growing numbers. 

Bill & Melinda Gates Foundation 
global travel manager Pam Massey, for 
example, piloted the FarelQ with sav- 
ings to show. Later, Ultramar testified 
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that even if FareIQ was not without 
challenges, it was well worth it. “For 
us, its a no-brainer,) COO Michel 
Botbol in July 2013 told The Beat. 

Investors also emerged. By the latest 
funding announcement late last year, 
Yapta had amassed total financing in 
excess of $20 million. 

If 2013 was “foundational,” as Fils- 
inger said, then 2014 is about using 
Yapta’s investments and momentum 
to further build its stature in corpo- 
rate travel. 

— JAY BOEHMER 
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ROBERTO KOBEH 
GONZALEZ 
Council President 
International Civil 
Aviation Organization 
n 2013, much of the bickering 
[eon the regulation of interna- 
tional commercial aviation emis- 
sions gave way to plans for a global 
framework brokered by the Internation- 
al Civil Aviation Organization. At their 
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assembly in October, ICAO member 
states endorsed those plans, which call 
for global implementation by 2020. 
Praised by airline organizations, it 
would moot regional and local schemes. 
“National or regional solutions would 
most likely foster a patchwork of ap- 
proaches that may otherwise lead to 
commercial disputes and unnecessary 
administrative duplication” an ICAO 
official told BTN. Indeed, the European 
Commission’s plans—now on hold—to 
unilaterally regulate aviation emissions 
for flights into and out of its airspace 
“brought us to the brink of a trade war” 
during 2012, in the words of Interna- 
tional Air Transport Association di- 
rector general Tony Tyler. Instead, “the 
outcome of the ICAO Assembly on cli- 
mate change was a major step forward 
for both aviation and for the planet,’ Ty- 
ler said in December. “Everyone shared 
a great sense of accomplishment.” 
ICAO was created in 1944 as a United 
Nations agency to promote global civil 
aviation. One of two governing bod- 
ies within the agency, the Council has 
many functions including convening 
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assemblies and adopting international 
standards and recommended practic- 
es. In 2012, it established a “high-level 
policy group to help move the discus- 
sion forward” regarding aviation emis- 
sions, according to an ICAO official. 
Until his departure at the end of 2013, 
Roberto Kobeh Gonzalez of Mexico 
led the Council. 

Kobeh Gonzalez graduated from and 
taught aeronautical electronics at the 
National Polytechnic Institute of Mexi- 
co. He became director general of Mex- 
icos Air Navigation Services and then 
served as Mexicos representative on the 
ICAO Council. He was elected Council 
president in 2006 and then re-elected in 
2007 and 2010 for three-year terms. 

At the close of ICAO’s 38th Assem- 
bly, held in Montreal, Kobeh Gonzalez 
described the emissions agreement as 
a “historic milestone for air transport 
and for the role of multilateralism in 
addressing global climate challenges. 
Once again, our states have shown that 
significant boundaries can be surpassed 
when we agree to recognize and ac- 
commodate our varying circumstances 
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while progressing together towards 
common goals. We have ultimately de- 
termined our greener way forward.” 

ICAO claimed that air transport 
is “the only major industry sector to 
have a multilateral global agreement in 
place to help govern future greenhouse 
gas emissions.” 

Industry groups and others—includ- 
ing those that had objected to the Eu- 
ropean Commission's earlier intentions 
to regulate emissions—welcomed the 
ICAO outcome. But much work lies 
ahead. ICAO states agreed to develop 
by 2016 a proposal for a global pro- 
gram that can be ready by 2020. 

The 38th ICAO Assembly in October 
2013 also led to agreements for global 
cooperation on safety and air navigation. 
ICAO said they are designed to help the 
industry “unite over the coming decades 
to safely expand air traffic capacity and 
efficiently accommodate the projected 
doubling of air traffic by 2030” 

Kobeh Gonzalez’s term ended Jan. 1. 
The ICAO Council since has been led 
by Nigeria's Olumuyiwa Benard Aliu. 

— DAVID JONAS 
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CAROLYN MIcCALL 
Chief Executive 
easyJet 


hen Ryanair boss Michael 
O'Leary starts placing news- 
paper ads promising customer 


service improvements and added frills like 
a free small second carry-on bag, someone 
must be shaking the tree pretty hard to make 
that leopard change his spots. And what de- 
licious irony, given O’Leary’s unashamedly 
unreconstructed views on gender issues, 
that the person administering the shaking 
is Carolyn McCall, a woman with no experi- 
El ence in aviation when she left Guardian Me- 
dia Group in 2010 to become chief executive of easyJet. 

While Ryanair in 2013 struggled with profit warnings, easyJet doubled its share 
price and reported record earnings. Much of that success can be attributed to Mc- 
Call’s decisions to invest in making her airline business travel-friendly. Improved 
engagement has included better global distribution system access and corporate 
recognition that in some cases comes in the form of small discounts. 

The influence has been plain. Other low-cost carriers, even Ryanair, in 2013 re- 
sponded by pitching more overtly for the business market, while, approaching from 
the other direction, Lufthansa switched its non-hub, short-haul routes to low-cost 
subsidiary Germanwings. The term “hybrid carrier,’ used to describe the crowded 
middle ground between no-frills and traditional legacy service, has gained currency. 

“We fly more of the top 100 market pairs in Europe than any other airline, so we 
were crying out to be used by business travelers,” McCall told BTN. “We had a bit of 
an epiphany that we didn’t have to change our model, but did need to understand the 
corporate sector, so we took on people who knew what they were doing and could 
go into GDSs and talk to travel management companies.” New recruits included 
corporate travel veteran Toby Joseph, who joined as sales director in summer 2013. 

But hasn’t the new strategy increased costs for an airline which had flourished 
since the 1990s by stripping out all these extra financial burdens? “It has increased 
our costs but the return is greater,’ said McCall. “Business travelers are higher- 
yield, and they will pay extra for speedy boarding or allocated tickets.” 

There still is “a long way to go” to fully realize her corporate-friendly strategy, she 
said, noting she had to wait more than a year for GDSs to begin accommodating 
the sale of such easyJet ancillary services as bags and seat selection. Still, the airline 
estimates business travel initiatives and allocated seating since 2010 have added £77 
million in incremental revenue. 


— AMON COHEN 


TIM HAY 
Development Coordinator 
WSCA-NASPO 


<e he airline industry has always had 

a negative view towards consor- 

tiums,’ explained the Western 
States Contracting Alliance-National Asso- 
ciation of State Procurement Officials Co- 
operative Purchasing Organization’s Tim 
Hay. “When people hear ‘consortium, they 
get scared or say ‘no way. ” 

Nevertheless, Hay, formerly the state of 
Oregon's lead procurement analyst, in 2013 
established with Southwest Airlines the 
first-ever multistate airfare program. A to- 
tal of four states, including Maine, Oregon, Washington and most recently New 
York, have signed up for the program, while a total of 28 signed letters of intent, 
which are not binding, according to Hay. 

But it wasn’t easy. A consortium, Hay said, allows states to “work together to pool 
their resources and spend to achieve the best value.” The airfare program builds on 
the organization's car and hotel consortium deals, established in 2008 and 2009, 
respectively, as part of an effort to create a managed multistate travel program. 

Hay said airlines prefer to negotiate independently with each state and feel they 
wont be able to do so through a consortium. But he said consortium deals offer flex- 
ibility for states to negotiate deeper discounts if they can offer an airline more volume. 

Speaking at industry events, including Global Business Travel Association 
and Society of Government Meeting Professionals conferences, was like knock- 
ing on airlines’ doors to gain interest and support for the program, Hay said. 
“When we were ready to release the RFP, I emailed all of the domestic airlines to 
say it’s out.” 

It worked. Three airlines—Delta, Southwest and US Airways—responded to the 
REP. In the end, Southwest was awarded a two-year contract with renewal options. 
Hay said developing the consortium deal taught his organization to be more flex- 
ible in its negotiations. For example, Hay said states typically don’t guarantee a 
certain amount of business with a supplier, but with this agreement the states had 
to agree to work on increasing revenue share with the awarded supplier to maintain 
the discount level. 

“State governments can be really rigid,’ Hay said. “When we did the airline pro- 
gram we really had to change the way wed normally conducted procurement and 
learn to relax and allow more flexibility to be able to work with airlines—and vice 
versa. They had to make a few concessions as well” 


— JoANN DeLUNA 


BILL BAER 
Assistant Attorney 
General, Antitrust 
Division 

U.S. Department of 
Justice 


the inevitable. When DOJ in August 

filed suit to block the merger between 
American Airlines and US Airways, it tem- 
porarily delayed a deal to create the world’s 
largest carrier, and seemed to have a chance 
at derailing it all altogether. But by the time 
a settlement was announced in November, no one was surprised. The transaction 
closed and a new American Airlines is emerging to complete what many see as the 
last key piece of U.S. air industry consolidation in the modern era. No, the settle- 
ment was not the great victory DOJ proclaimed, but that’s not to say its move didn’t 
reverberate. 

DOJ’s case was unusual from the jump. The department previously did not at- 
tempt to block mergers between Delta and Northwest Airlines, United and Con- 
tinental Airlines, and Southwest and AirTran Airways. But in DO)’s view, this one 
seemed to be the proverbial last straw. During a press briefing on the day DOJ filed 
suit, Bill Baer, assistant attorney general for the department’s Antitrust Division, 
suggested a cumulative anticompetitive effect from the recent wave of mergers. But 
he stressed that “we take each merger on its own merits,” and after “six months” 


I: the end, it really only forestalled 


of investigating AA-US Airways, “we think it’s pretty messed up.” To reach that 
conclusion, DOJ closely examined impacts on connecting markets and anticipated 
behavior related to baggage and other ancillary fees, things on which it did not rely 
when scrutinizing previous mergers. 

Sure, this saga had plenty of posturing. When asked in August about the possibil- 
ity of airline concessions in exchange for dropping the suit, Baer—an antitrust law- 
yer who previously served as director for the Federal Trade Commission’s Bureau 
of Competition—sounded insistent on “a full-stop injunction.” It seemed the feds 
were prepping for a trial. But a few months and a partial government shutdown 
later, Baer during a November conference call said the settlement—based on car- 
rier concessions—“in important ways ... is better than a full-stop injunction.” 

Even so, there were some clear ramifications. Firstly, it was a major distraction. 
“Frustration and fatigue were beginning to affect not only those directly involved 
with the merger, but the entire industry—shareholders, employees, executives, ana- 
lysts, you name it,’ wrote Holly Hegeman in an issue of PlaneBusiness Banter. 

In practical terms, the settlement required American Airlines and US Airways 
to relinquish slots and facilities at Reagan National and New York LaGuardia, and 
gates at Boston, Chicago O'Hare, LAX, Miami and Dallas Love Field. DOJ made 
clear that all divestitures go to “low-cost carriers.” Southwest, hardly an underdog 
these days, already grabbed 12 slot pairs at LaGuardia to expand its footprint there. 

A prepared statement from U.S. Attorney General Eric Holder noted that the 
settlement with AA and US Airways “has the potential to shift the landscape of the 
airline industry.’ Baer described the divestitures as “the largest-ever in an airline 
merger” and said it would “disrupt the cozy relationships among the incumbent 
legacy carriers.” 

DOJ did not make Baer available for an interview. 

— DAVID JONAS 
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STEVE SINGH 
Chairman and CEO 
Concur 


o some, it has become a domi- 

nating force that in some ways 

is displacing the travel agency 
as the keystone of managed travel 
programs and pushing a model that 
jeopardizes control over travel. To oth- 
ers, it is the picture of innovation and 
a positive influence on an industry 
that desperately needs new ideas and 
technologies. Either way—or perhaps 
both—Concur has become a leader in 
managed travel technology and an es- 
sential partner for many TMCs. 

Led by Steve Singh, COO Raj Singh 
and executive vice president Mike 
Hilton, Concur’s ascendance has been 
many years in the making. But 2013 
was particularly busy. “Concur is 
where everyone seems to want to be 
right now,’ said Mike Cameron, CEO 
of Christopherson Business Travel, 
which supports the Concur booking 


tool as its primary system. 

Concur’s active 2013 was evident in 
many areas, not least of which in its 
acquisitions and investments. It used 
its Perfect Trip Fund to invest more 
deeply in such emerging tech players as 
airfare tracking system Yapta and hotel 
metasearch site Room 77. In March it 
acquired traveler tracking and com- 
munications platform conTgo, which 
at the time claimed about 1 million 
registered mobile users. In July, it an- 
nounced simultaneous acquisitions of 
agency mid-office and data solutions 
companies GDSX and TRX. Subse- 
quently, several agencies began diving 
into open booking solutions hand in 
hand with Concur. 

At the same time, the company grew 
the number of suppliers and other part- 
ners participating in its “T&E Cloud” 
and signed up 400 corporate clients to 
use its TripLink services, which facili- 
tate open booking, a model for which 
Concur has become the flag bearer. 

“These 400 customers really are pav- 
ing the way for what I think will hap- 
pen across our industry: managed 
travel programs will evolve to include 
open booking,” Singh this month told 
BTN. “The idea that open booking is in 
any way, shape or form an assault on or 
an affront to managed travel is just not 
true; in fact it is just the opposite. The 
biggest learning is that it has an incred- 
ible capacity to extend the managed 
travel program.” 

At the same time, Concur’s acqui- 
sitions caused some to fret about its 
growing industry clout. TRX’s Tru- 
expense has been sunset and Con- 


cur plans to eventually integrate TRX 
Correx and GDSX Compleat, reduc- 
ing marketplace options for expense 
management systems and agency mid- 
office products, respectively. 

“Scary move, wrote one reader of 
The Beat after Concur announced the 
acquisitions. “This will either excite the 
masses, or make them run the other 
way, wrote another. “Concur is build- 
ing an empire.” 

Singh said such concerns are not 
warranted. “How many travel agencies 
are there in the United States? North of 
2,000; he said. “So there is no lack of 
competition. From an expense point of 
view, the folks running SAP and Oracle 
would argue that they are not insignifi- 
cant. The issue ism’t competition, it’s re- 
ally: is there ongoing innovation? And 
is there greater value being delivered 
to the customer? With scale, you can 
drive greater innovation and deliver it 
at the same cost.” 

Regardless, Concur is attracting lots 
of new business. For its fiscal year end- 
ing Sept. 30, it reported a 24 percent 
increase in revenue to $543 million, a 
40 percent jump in bookings through 
its systems, 4,000 new customers over- 
all (most of which signed up for both 
travel and expense services) and 1,200 
new employees for a total of just under 
4,000 globally. And it’s not stopping 
there. Citing internal development, 
acquisitions and its Perfect Trip Fund, 
Singh claimed that Concur is “invest- 
ing more in travel and expense man- 
agement than any other company in 
the world.” 

— DAVID JONAS 
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HANS-INGO BIEHL 
Executive Director 
VDR 


published a story about a rare tri- 
umph for travel managers who 
resent losing control of their data to 
airlines. 
Following a nearly two-year in- 
vestigation, Germany's federal cartel 
authority, the Bundeskartellamt, an- 


I n the very first week of 2013, BIN 


nounced that Lufthansa no longer 
would require corporate clients to sub- 
mit card data covering all airline pay- 
ments to its own payment subsidiary, 
AirPlus International. 

The authority launched the inves- 
tigation in response to formal com- 
plaints from various Lufthansa cor- 
porate clients as well as the German 
government’s own travel office. Their 
actions were coordinated by German 
travel managers’ association VDR, led 
by executive director Hans-Ingo Biehl, 
who has held the post since 2008 and 
also spent two decades working for 
various carriers and travel manage- 
ment companies. 

According to Biehl, the ruling 
proved cathartic in 2013 for travel 
managers and Lufthansa alike. “Rela- 
tions with Lufthansa have improved,” 
he said. “We have a new basis for open 
dialogue to understand the challenges 
on both sides. It is more of a round- 
table approach now. We have made it 
clear Lufthansa cannot do everything 
it wants in the market.” 

More generally, the ruling strength- 


ened the resolve of VDR members 
to fight to preserve travel data privacy, 
and arguably placed the association 
at the vanguard of this issue world- 
wide. The subject remains contro- 
versial, especially in Europe, and no- 
where is this the case more so than 
in Germany. 

“German companies are  look- 
ing very closely at data protection at 
the moment, said Biehl. “VDR is 
pressing for travel data to be moved 
to European data centers. In the U.S., 
you have the impression the gov- 
ernment can have access to all data. 
In Europe, there are stricter data pri- 
vacy rules.” 

Data privacy is one of the key top- 
ics for GBTA Europe's advocacy group, 
which Biehl has chaired since incep- 
tion in 2011. The group during the 
past 12 months also has dealt with the 
European Commission’s CRS Code of 
Conduct and IATA’ New Distribution 
Capability. One of Biehl’s goals for 
2014 is to ensure buyers are genuinely 
consulted during NDC development. 

— AMON COHEN 
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DAVE HILFMAN 
Senior Vice President 
of Global Sales 
United Airlines 


ew travel buyers relish the 
Pee requests-for-proposals 

process. It's time-consuming, 
costly, tedious and rife with legal 
jargon. United Airlines, whose sales 
efforts are helmed by longtime in- 
dustry vet Dave Hilfman, last year 
pioneered a less complicated option. 

“We're always asked how we can 
provide more responsive, simpler 
contracts,’ Hilfman said. “We've tak- 
en that to heart and have done a lot 
to simplify our contracts.” 

Under Hilfman, United’s sales 
team last year championed an op- 
tional alternative to the full-blown 
RFP: the United Master Corporate 
Travel Agreement. The option gives 
clients the ability to maintain terms, 
conditions and boilerplate legalese 
from one agreement to the next, and 
focus at regular intervals on com- 
mercial terms. While some buyers 
have embraced the alternative, there 
are a few procurement skeptics. 

In an August 2013 Travel Procure- 
ment report, Advito vice president 
Bob Brindley highlighted the appeal 
of what has become known as “ev- 
ergreen” contracting: “You get out 
of the RFP cycle,’ he said, “you get 
out of this huge problem of having to 
get things approved by legal,” while 
preserving the ability to “adjust com- 
mercial terms on a certain sched- 
ule—maybe an annual or a quarterly 
review. It gets you out of the need to 
continually take the program out to 
REP every time.” 

Building support for the contract- 
ing option with its joint-venture part- 
ners, including Air Canada, Lufthan- 
sa and All Nippon, United last year 
officially launched the effort and has 
developed such deals with a number 
of corporate accounts, officials said. 

Considering last year represented 
the first cycle in which United pro- 
moted the Master Corporate Travel 
Agreement, negotiations still have 
necessitated legal reviews, but in the 
next round, both sides should see the 
full benefit. 

— JAY BOEHMER 
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he International Air Trans- 
Tee Association’s New Dis- 

tribution Capability has 
elicited adoration from airlines, 
aversion from distributors and 
both praise and suspicion from trav- 
el agencies. 

To proponents, it’s a technology 
standard that will modernize third- 
party distribution and bring to agen- 
cies parity with airline websites. To 
opponents, it’s a Trojan horse set to 
unleash new business models and 
obfuscate pricing transparency. 

“IATA raison détre is to set global 
standards to enable harmonization 
and greater efficiency across the en- 
tire industry,’ IATA CEO and direc- 
tor general Tony Tyler said during 
an IATA conference in October. In- 
deed, IATA over the years has wield- 
ed its influence to create standards 
that airlines—and the industry— 
have followed. IATA, for example, 
spearheaded the e-ticketing initia- 
tive that virtually eliminated the use 
of paper tickets. 

That initiative won plaudits from 
most corners of the industry, but 


TONY TYLER 


CEO and Director General 


IATA 


when IATA set its standard-making 
sights on disrupting the distribu- 
tion status quo the reaction was far 
more divided. 

At its core, NDC is a schema, still 
in development, that airlines and 
technology companies eventually 
could use to build applications for the 
distribution of airline content via 
XML, instead of the pre-Internet lan- 
guage currently at the heart of third- 
party distribution. 

While that might seem innocuous, 
critics have latched onto language 
in the IATA resolution authorizing 
NDC as proof of intentions to require 
unprecedented levels of details from 
passengers shopping for fares, bias 
pricing and halt the current public 
fare-filing system. 

If nothing else, NDC has served as 
a catalyst for the industry to reexam- 
ine how it distributes fares and ex- 
posed long-simmering rifts between 
distributors and airlines. It has 
prompted scores of industry partici- 
pants to sound off to the U.S. Depart- 
ment of Transportation and forced 
agencies to contemplate their position 
in airfare distribution. 

The initiative in the past year also 
has brought about a few tangibles. Cit- 
ing a pilot involving China's Hainan 
Airlines, Chinese GDS TravelSky and 
an unnamed travel agency, Tyler last 
month noted that the NDC standard 
“recently achieved the first live pi- 
lot transaction with a ticket sold to 


a real passenger.” 

Other pilots underway include 
participation from American Air- 
lines, Air New Zealand and Swiss 
International Air Lines, among 
others. There’s yet another pi- 
lot planned for the corporate 
market with buy-in from Air 
Canada and online booking tool 
provider nuTravel. 

It is difficult to attribute NDC to 
a single person: The schema can 
be traced to Farelogix and airline 
standards body Open Axis, among 
other sources; the seeds of NDC 
were planted under Tyler’s predeces- 
sor, Giovanni Bisignani; and various 
IATA working groups and project 
leaders have overseen aspects of the 
project. But, as the head of IATA, Ty- 
ler is as fitting a champion as any for 
the initiative. 

“Change brings uncertainty, and 
we understand that some are con- 
cerned about the implications for 
the existing business model. This is 
something that the market will have 
to sort out,” according to Tyler’s pre- 
pared remarks for a media event last 
month. “What IATA can do is fa- 
cilitate a dialogue. The bottom line 
is that whether or not NDC is ad- 
opted, airline distribution is chang- 
ing to bring more value for custom- 
ers. We are convinced a common 
open industry standard will support 
this transition.” 

— JAY BOEHMER 


JIM DONALD 
CEO 

Extended Stay 
America 


hrough cautious investment and 
brand unification, Extended 
Stay America CEO Jim Donald 


reversed his company’s fortune from its 
lean post-bankruptcy years to a solid 
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debut as a public company in late 2013. 

Donald was a hotel industry outsider 
when he took the leadership role at 
ESA in early 2012. Much of his career 
had been spent in the grocery indus- 
try with an additional stint as CEO 
of Starbucks. Turnarounds, however, 
were his specialty, including taking su- 
permarket chain Pathmark in and out 
of Chapter 11 bankruptcy. 

When Donald joined ESA, it was fair- 
ly fresh out of its own bankruptcy, hav- 
ing been bought by a trio of investors 
that included the Blackstone Group. 
Donald noted a post-bankruptcy men- 
tality at companies that often meant 
little risk-taking and investment. 

Under Donald’s watch, ESA has in- 
vested hundreds of million of dollars 
in property investments and improve- 
ments and a restructuring of its sales 
team. By March 2014, more than half 
of ESA’s nearly 700 hotels will have un- 
dergone a “platinum” renovation that 
includes both exterior and in-room 
makeovers, Donald said. 


The company also unified its portfo- 
lio, erasing many such previous distinc- 
tions as “Extended Stay Deluxe” and 
“Homestead Studio Suites” in favor of a 
uniform Extended Stay America brand. 

Since the 2010 acquisition through 
March 2013, the overall average daily 
rate at company properties increased 
by 22.8 percent, and revenue per avail- 
able room increased by 21.4 percent, 
according to a July 2013 filing with the 
US. Securities and Exchange Com- 
mission. November's initial public of- 
fering raised $565 million, well above 
the $100 million estimate listed in the 
company’s July SEC filing. 

As for the post-bankruptcy mentality? 

“That's gone, in more ways than one,’ 
Donald said. “We're spending capital 
to renovate properties, but we're also 
putting in amenities like growing our 
free Wi-Fi and adding a grab-and-go 
breakfast. We're putting all those oth- 
er things in place that were shoved to 
the side.” 

— MICHAEL B. BAKER 
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GENE SPERLING 
Director 

U.S. National 
Economic Council 


T= list documents the influence 
of individuals alone, not cor- 
porations, government entities, 
trends, concepts or events. Selecting a 
single person to represent something 
from the latter group is a recipe for de- 
bate, and so it is when assigning respon- 
sibility for the U.S. federal government 
sequester, that broad-based, indiscrimi- 
nate package of spending cuts that took 
effect in March 2013. 

According to several published 
sources, the framework for sequestra- 
tion as a mutual poison pill that would 
goad Democrats and Republicans to 
the negotiating table for a budget deal 
lies with the U.S. National Economic 
Council's Gene Sperling. A sequestra- 
tion agreement, featuring spending 
cuts alone, was agreed upon in 2011. 

That sequestration agreement may 
not have fully represented Sperling's 
thoughts, and the ultimate responsibili- 
ty for failure to negotiate a budget deal— 
thereby triggering sequestration—lies 
with Congress and the Obama admin- 
istration. But that the first idea for the 
framework belonged to Sperling allows 
him to represent sequestration here. 

What's not in debate is the impact 
sequestration had on business travel 
in 2013. Suppliers pointed to the cuts 
as a negative impact on corporate and 
government demand. US Airways and 
Delta Air Lines, for example, cited the 
sequester as the culprit for declines in 
some short-term booking demand, 
while hotels especially around Wash- 
ington, D.C., noted some rate and oc- 
cupancy softness, particularly in the 
spring and summer. 

By year-end, however, most sup- 
pliers witnessed a rebound from any 
sequester-fueled setbacks. A budget 
deal signed Dec. 26 by President Barack 
Obama eliminated some 2014 and 2015 
sequester spending cuts in favor of 
higher aviation security fees. 

— CHRIS DAVIS 
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MARGARET SWEENEY 
Judge 
U.S. Court of Federal Claims 


2012 named the company the sole provider of booking and expense management 

technology for civilian federal agencies as part of the next-generation end-to-end 
E-Gov Travel Service initiative. The 15-year contract with Concur is valued around 
$1.3 billion. An incumbent provider for ETS1, CWTSatoTravel (the government-fo- 
cused unit of Carlson Wagonlit Travel) quickly lodged a protest with the U.S. Govern- 
ment Accountability Office, alleging that GSA’s evaluation had “discrepancies” and 
that its selection of a single provider violated federal contracting standards. 

GAO in September 2012 dismissed CWT’s protest. CWT filed a second protest, 
this time with the U.S. Court of Federal Claims. By then, Concur already had start- 
ed ETS2 work full-throttle and appeared to be walking away with probably the 
biggest travel management contract on earth all to itself. 

But then a judge at the federal claims court in March 2013 stepped in and ordered 
GSA to reconsider CWT’s ETS2 bid. That judge was Margaret Sweeney, appointed 
to the court in 2005 by then-President George W. Bush. 

GSA a few months later named CWT as a second contractor for ETS2. At that 
time, GSA said that “Concur and CWT will compete for task orders to provide 
travel planning, authorization, reservations, ticketing fulfillment, expense reim- 


L: a surprise coup for Concur, the U.S. General Services Administration in mid- 


bursement and travel management reporting” to the 90 federal agencies eligible to 
use ETS2 services. GSA claimed that adding CWT would “increase transparency, 
efficiency and cost savings.” That reversed its earlier insistence that CWT’s proposal 
would be more costly and less efficient, and did not fulfill program requirements. 

At that time, CWTSatoTravel president for military and government markets 
Matt Beatty told The Beat that “our technical capabilities were rated as acceptable 
during the re-evaluation, which was critical. We did make some adjustment to our 
pricing to ensure that we were extremely aggressive.” 

Sweeney’s ruling “was a significant step,’ Beatty said in December. 

CWT by press time hadn't claimed any federal agency wins as part of ETS2. 
“There have not been any ETS2 task orders issued since CWT received a master 
contract,’ according to a CWT official. “We have received interest from many agen- 
cies in regards to our solution, and understand that many agencies have chosen to 
extend existing task orders under ETS1 through the next option periods to give 
themselves more time to assess their options now that there are two contractors.” 

Concur certainly had a big head start securing federal agency business. But across 
the entire user base for ET'S2, it'll likely have to share at least some of the work. And 
that potentially affects not only it and CWT, but also the travel agencies authorized 
to fulfill ETS2 activity. They include Omega World Travel, Duluth Travel, Travel 
Incorporated and AdTrav, among a small handful of others. 

— DAVID JONAS 


DEAN FORBES 
CEO 
KDS 


hen Dean Forbes in January 
2013 unveiled his company’s 
newest booking tool, Neo, at its 


annual client conference in Paris, the KDS 
CEO visibly was disappointed by the lack 
of immediate response from the 900 audi- 
ence members. He faced similar silence 
10 months later after demoing Neo at the 
PhoCusWright Travel Innovation Summit 
in Florida—though that time silence quick- 
ly gave way to rapturous applause. What 
Forbes hadn't appreciated, at least the first 
time, was that attendees still were trying to compute what they had just seen. 

Neo allows travelers to book a trip by answering just three questions: where their 
journey will start, where they are going and what time they need to be there. Within 
a couple of seconds, the tool returns a full door-to-door itinerary with a timeline 
indicating the basic details, price and duration of each element of the journey. With 
Google Street View blended into the display, Neo looks nothing like what has come 
before it. The itinerary also is displayed as a provisional expense report which can 
become the actual expense report. 

Neo has proven instantly influential as the fullest realization yet of the door-to- 
door trip planning concept. Forbes believes other booking tool providers will have 
to respond, either by attempting to create their own door-to-door product or sell- 
ing against that principle. Until Neo came along, corporate booking tools had not 
evolved much since the first versions launched in the mid-1990s, consequently los- 
ing the initiative to consumer websites. 

Neo’s innovation also might kill off a debate that has dominated travel manage- 
ment for the past two or three years. At the KDS user conference, Pricewater- 
houseCoopers global business services and travel leader Mark Avery told BTN that 
Neo “challenges the whole Travel Management 2.0 issue of how you keep people 
within the process, rather than give them the excuse to go outside. With this prod- 
uct, why would you want to go outside?” 

Forbes has been running with that idea too. In October, he provided one of the 
corporate travel industry’s most memorable quotes of the year by characterizing 
open booking as “failure dressed up as innovation.” Consistent with this observa- 
tion, Forbes announced KDS would scale down investment in its own open book- 
ing management products, Maverick and Flex T&E, because he is confident that 
Neo can make such tools redundant. 

— AMON COHEN 


SIMON BARKER 
CEO and Co-founder 
Conferma 


irtual payment cards are all the 

\ / rage. Their use has exponentially 

increased in the past two years and 

is expected to increase in the coming years. 

While Conferma CEO Simon Barker pio- 

neered the virtual payment solution as far 

back as 2008, getting industry constituents 

to buy into the idea has been a challenging 
journey, yet one worth taking. 

“There were times when people were just 
not interested in talking to us, even though we thought what we had was special? 
Barker said of Conferma’s odyssey to actualize virtual card technology. “There were 
times when we believed ‘this is our year’ or ‘next year, and then it wouldn't happen. 
But you only need small gains to think, sooner or later, it will snowball” 

Conferma and the idea for virtual cards didn’t initially begin in the payment sec- 
tor. The company was originally the software division of travel management com- 
pany NIS Europe, which focused on driving self-booking adoption, said Barker, 
who served as CEO before selling the company nearly five years ago. 

However, the Conferma team—then about five people—approached the market and 
realized that an opportunity resided in managing payment within self-booking. “It 
became apparent that the existing order of the way the industry pays for things could 
be improved,” Barker said. “It was more about reconciliation, control and security.” 


But Conferma needed to persuade the banking world of its concept. Ultimately, 
the company in 2008 found a suitable partner in Barclays Bank. The bank agreed to 
open up their banking technology processing system so Conferma could build on 
top of it, so Conferma could collaboratively establish a card virtualization engine 
and produce its own virtual cards. Persuading Barclays wasn’t easy. “People like 
us come to them all the time with ideas, but they’re only interested in volume and 
transactions,’ Barker said. “There was a leap of faith required there.” 

While the partnership with Barclays was an important and necessary first step, 
Conferma realized that one bank can't satisfy the industry. Conferma’s first UK cli- 
ent was multinational TMC ATPI. 

In an effort to standardize its process, Conferma also opened its platform to “any 
bank and scheme” by providing the technology to virtualize cards to partners. As oth- 
er banks develop their own virtual card products, Conferma stays relevant by stan- 
dardizing the process through one application programing interface for the corpora- 
tion, TMC, self-booking tools or GDSs, regardless of which bank is used, Barker said. 

American Express and AirPlus in 2009 joined Conferma’s network, with HSBC, U.S. 
Bank and WEX Bank joining in 2011, 2012 and 2013, respectively. Also in 2011, Con- 
ferma signed a distribution agreement with MasterCard and in 2012 integrated with 
Sabre and Amadeus. Conferma last year integrated with the Abacus GDS and KDS 
self-booking tool, and signed a distribution agreement with Visa Europe. 

What ultimately sparked this adoption snowball? Barker said it was a combina- 
tion of factors, including the banking and travel community working more closely 
together, as well as major players like American Express and MasterCard investing 
to develop their own virtual card technologies. 

“Add to that this idea of fragmentation, where control and data are getting more 
fragmented,’ Barker said. “People have to look at things differently to pull it together” 

— JoANN DeLUNA 


> BusinessTravelNews. 


» PACHA} 


TOP 25 


MOST INFLUENTIAL BUSINESS 
TRAVEL EXECUTIVES 


SIR TIM CLARK 
President 


Emirates 
mirates president Sir Tim Clark starts 
Ee year with dual recognition. Not 
only does he appear for the first time 
on this list but, almost as prestigiously, he was 
knighted in the United Kingdom “for services 
to British prosperity and the aviation industry,’ 

There are probably quite a few travel man- 
agers worldwide who would add corporate 
travel budgets to that citation. While low-cost 
carriers provide competition to European and 
North American legacy airlines consolidating through mergers and joint ventures, 
so too are Middle Eastern carriers applying the same counterweight for corporate 
deals on long-haul routes. “With excessive capacity, and more new aircraft on the 
way, the Gulf carriers are discounting heavily to attract passengers traveling be- 
tween Europe and Asia and Africa” according to BCD Travel consultancy Advito’s 
2014 industry forecast. “European carriers have tried to respond with lower fares. 
But such are the discounts offered by the Gulf carriers, that business travelers are 
being directed to them by their organizations, even when a direct service is avail- 
able with another airline” 

Emirates’ regional rivals Etihad and Qatar Airways have contributed to in- 
creasing long-haul competition faced by Western carriers. Fast-growing Turkish 
Airlines has become a fourth Near/Middle Eastern competitor snapping away at 
Western aviation heels. 

However, Dubai-based Emirates is the biggest of them all, presided over by 
Clark, who joined the carrier as a route planner when it was established in 1985. 
Emirates owns 198 long-range wide-body passenger jets, more than any other 
carrier. In 2013, it carried 43 million passengers on 164,000 flights—the great 
majority of them outside its home region. With aviation counting for 30 percent 
of Dubai’s gross domestic product, the emirate and its carrier almost could be 
described as the world’s first airline-state. Other airlines allege that Emirates re- 
ceives unfair financial advantages behind the scenes, but Emirates insists that it 
receives no state aid. 

After using connecting flights to penetrate many markets, Emirates is begin- 
ning to compete on more direct routes. In October 2013 it launched Milan-New 
York service, and once again the price benefit for customers was immediate. Ac- 
cording to the Centre for Asia Pacific Aviation, the average roundtrip business- 
class fare on that route between Sept. 1, 2013 and Jan. 2, 2014 fell to $3,157 from 
$6,300. Delta Air Lines in the Italian courts has been contesting the legitimacy 
of Emirates to operate on the route, but so far without success, and Emirates has 
said it is examining more so-called “fifth-freedom” options across the Atlantic. 

There is no sign of a let-up in the airline’s expansion. In November 2013, Emir- 
ates announced plans to buy 150 Boeing 777Xs plus another 48 Airbus 380s to 
add to the 44 currently in its fleet and 46 already on order. Small wonder Advito 
tipped Gulf carrier growth to drive down fares again in 2014. 

— AMON COHEN 


PHIL HAMMER 
Founder and CEO 
ProcureApp 


cureApp founder Phil Hammer said, 
“We turned the Internet into a managed 
travel program.” That may sound a bit ex- 
treme to those watching the walls of tightly 
managed, mature programs. But for others, 
new technologies from the likes of startup 
ProcureApp and others has made such a 
statement plausible, if not a reality. 
Hammer cut his teeth in corporate travel 
during seven years at Orbitz for Business, 
following a stint in corporate travel sales at 
ATA Airlines. At Orbitz, he learned that “if 
you have a great experience geared toward the consumer, it’s a natural fit in the corpo- 


I: summing up his company’s role, Pro- 


rate marketplace” He also began witnessing “displacement of what traditionally has 
been defined as a corporate travel agent.” 

In 2011, privately funded ProcureApp launched to help companies better manage 
indirect spending, including travel. Its suite of products included Maverick, which 
redirects travelers who attempt to book through unauthorized websites, and Flex, 
which ensures that when travelers book on supplier websites appropriate corporate 
discounts are applied and relevant data is collected. (Thus far, Hammer said Flex can 
be used on direct hotel and car rental sites in the United States, and a pilot with an 
unnamed “global airline” is planned for this quarter.) 

The technology attracted travel and expense system provider KDS, which part- 
nered with ProcureApp and in 2012 launched its own Maverick product for flagging 
and capturing bookings through non-approved websites. “The early partnership 
with KDS helped us to refine the product, get some important first users and con- 
tinue to get that feedback loop,’ Hammer said. 

Though KDS is de-emphasizing Maverick as it focuses on its Neo online booking 
system, Hammer said the relationship still works well and provides good exposure 
in Europe. He also noted that ProcureApp no longer actively markets its own Maver- 
ick product in the United States—“some folks thought it was a bit intrusive, and you 
have to listen to the market”—and instead has pivoted toward Flex. 

ProcureApp also caught the eye of another innovator, Short's Travel Management. 
ProcureApp developed a customized solution to work with Short’s FindIt app, which 
enables travelers essentially to search anywhere and bring the booking into the con- 
fines of a managed travel program. In addition to the likes of KDS and Short's, Ham- 
mer claimed ProcureApp’s products are used by more than 300 paying clients. 

ProcureApp has other initiatives in the works and is considering creation of its 
own “virtual” TMC. “All the pieces are there,” Hammer said, noting an ability to 
handle discounts, reporting, commission collection and data transfer to third- 
party travel security and expense management firms—though a contact center to 
handle trip interruptions would be required. “TMC transformation is good,” Ham- 
mer said. “We need to get to the buyers to think of some new models.” 

— DAVID JONAS 


STEVE REYNOLDS 
President and Founder 
tripBam 


n outspoken critic of the sluggish 
A= of corporate travel technol- 
ogy innovation, Steve Reynolds in 
2013 pushed his way into the crowded hotel 
booking tech arena with a tool that quickly 
intrigued corporate buyers and agencies 
while making hoteliers a bit nervous. 
Reynolds’ tool, tripBam, takes advantage 
of the constant fluctuation of hotel rates. Us- 
ers set up a cluster of hotels around their desired destination or existing reservation, 
and tripBam regularly monitors rates at those hotels, automatically booking one when 
rates fall into a desired range. Shopping six hotels in a market results in savings 80 
percent of the time, at an average of $50 per night, according to Reynolds. 


Unlike many of his competitors, Reynolds aggressively is targeting managed corpo- 
rate travel programs and has built a roster of corporate clients—including WellPoint, 
which employs fellow 2013 top influencer Cindy Heston (see page 23)—and agencies. 


> BusinessTravelNews: 


Dallas-based Travel Solutions by Campbell and Hickory Global Partners were among 
its early partners, and Reynolds claimed a few mega travel management companies are 
in a pilot stage with tripBam, though he would not disclose their identities. Also, he 
said, “we just started a pilot with our first agency in the United Kingdom? 

Although hoteliers generally have been less enthusiastic—some speculated that 
tripBam and tools like it might spur hotels to tighten cancellation and rebooking 
policies, though Reynolds said the industry is far too fragmented to do so—Reynolds 
said this year he is focusing on “making sure hotel suppliers are happy with the solu- 
tion” 

“We have a new version that allows you to drive to a preferred supplier in a dra- 
matic way,’ he said. “You can refine it to shift share for anyone not booked at a 
preferred hotel.” 

Reynolds also is adding a reporting and analytics package, with which users can see 
how often negotiated rates work to their advantage, and a consumer mobile site. He 
claimed to have other partnerships in the works, including with a “major credit card 
company” and a “large online booking provider.” 

Additionally, he plans to expand more into Europe and Latin America this year. 

“We've proven there’s rate fluctuation in the United States, but there’s more across 
Europe,’ he said. “It’s not as controlled from a brand perspective.” 

— MICHAEL B. BAKER 
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Managed Travel 2.0 Is Really Unmanaged 
Travel 2.0 ... But Erther Way, It's 2. Late 


BY ANDREW MENKES 
FOUNDER AND CEO 
PARTNERSHIP TRAVEL 
CONSULTING 


Unmanaged Travel 1.0 

hen the travel industry first 

adopted computers for 

booking business and lei- 
sure travel in the 1970s, it was the air- 
lines that provided the access via their 
carrier reservations system (CRS). As 
such, airlines were able to bias displays 
toward themselves. At that time, airline 
fares were regulated and all carriers 
had to charge the same fares in a given 
city pair. Hotel and car rental bookings 
were very basic and did not store cor- 
porate rates. There was no mid-office 
technology or any technology to sup- 
port travel policy enforcement. There 
were lots of valid reasons for a corpo- 
rate traveler to book hotel and car out- 
side of the CRS, based on its inherent 
limitations. For all of these reasons, I 
call this era Unmanaged Travel 1.0. 


Managed Travel 1.0 

In the early ’80s the airlines no longer 
could bias displays, and in the process 
divested themselves of the CRS and as 
a result the global distribution system 
was born. The key players came from 
the airlines: Sabre from American 
Airlines, Apollo from United Airlines, 
PARS from TWA, Deltamatic from 
Delta Air Lines, SystemOne from East- 
ern Airlines and Panamac from Pan 
American. As competition grew among 
the players, the prevailing systems were 
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Sabre, Apollo and PARS (later absorbed 
by Travelport). The enhanced capabili- 
ties of the GDSs over their predecessors 
were integrated technologies, robust 
content, elimination of airline-specific 
biasing and a mid-office capability to 
capture policy violations and report on 
them via corporate hierarchy. These en- 
hancements provided a solid business 
case for air, hotel and car bookings to 
be booked via the approved travel man- 
agement company. 


Managed Travel 2.0: 

My Definition 

‘The events surrounding 9/11 had a se- 
vere and long-lasting impact on our in- 
dustry. One outcome that has enhanced 
managed travel was the discovery that 
hundreds of thousands of corporate 
travelers could not be located on 9/11 
because they did not book their pas- 
senger name record—or part of the 
PNR, specifically the hotel piece—via 
the TMC, so there was no way to know 
where they were staying. 


How many employees are 
allowed to buy their own 
laptop online and then 
ask IT to configure it? 


These items can cost less 

than a business trip, yet 

the purchasing protocols 
are mandated. 


As a result, travel managers enlisted 
senior management support to require 
(as part of travel policy enforcement) 
that all bookings be made by the ap- 
proved online booking tool or TMC. 
The value of this discipline has a multi- 
tude of corporate benefits, including: 
¢ The ability to locate employees any- 
where in the world 

e ‘The ability to contact employees 
and have them cancel a segment if 
they are flying to a (newly known) 
high-risk area 

e Data consolidation for enhanced 
supplier negotiations 

e Assurances that the negotiated cor- 
porate rate is applied when booking 

¢ Visibility of noncompliant book- 


ings (like those at non-preferred 
hotels or at the wrong rate) 

e Enhanced TMC revenue streams, 
which could improve revenue shar- 
ing or reduce fees 

¢ — Internal budgeting assistance as all 
bookings are on one place 

e Improved efficiency in using one 
system instead of multiple systems 
and the phone 

e Ease of making changes en route 
and after hours, since the TMC has 
visibility to the entire PNR 


Unmanaged Travel 2.0: Formerly 
Known As Managed Travel 2.0 
There has been a lot of hype around 
a new concept in which employees 
should be able to book outside of the 
TMC, so long as the information gets 
captured in the expense system or itin- 
erary management tool. What’s the big 
deal? It’s cool because it lets employees 
do what they want. After all, this is the 
younger generation. 

I challenge any company to let me 
know if they allow employees to buy their 
own office furniture based on their likes 
or dislikes. How many employees are al- 
lowed to buy their own laptop online and 
then ask IT to configure it? These items 
can cost less than a business trip, yet the 
purchasing protocols are mandated. 

‘The reality is that what is being called 
Managed Travel 2.0 is really Unman- 
aged Travel 2.0 in that we are taking a 
step backward and bypassing all of the 
protocols and technologies that were de- 
veloped at a cost of hundreds of millions 
of dollars and saying, “It’s OK to skip all 
of this and go out and surf the web to 
find the bookings that meet your needs.” 
You can then (voluntarily) send that info 
into our expense system and all is good. 
Sorry, folks. This concept will increase 
travel costs, increase productivity costs 
and lose valuable data, from both a risk- 
management and a supplier optimiza- 
tion standpoint. 

What we need is Managed Travel 3.0, 
a world where booking via the approved 
channel and booking preferred suppliers 
at a company’s negotiated rate is manda- 
tory in order to be reimbursed. Then 
and only then will our industry have the 
discipline that exists in so many others 
to control the purchasing behavior of 
the employee who is spending the com- 
pany’s money, not their own. % 
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